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Rough Proofs 


The Chrysler Corporation is run- 
ing an interesting new magazine 
pries on how imagination works 
h manufacturing and before it 
pts through may even be talking 
bout imagineering. 
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The Pulse of New York has 
mace a survey of radio listening in 
Philadelphia, and contrary to most 
ew York impressions, it discov- 
pred a lot of Philadelphians who 
were wide awake. 
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Dizzy Dean is going to broadcast 
e home games of the St. Louis 
ards for Falstaff Brewing again 
his year, but when he sees ol’ 
Pepper Martin down there on the 
field, they’re going to have a hard 
time keeping him at the micro- 
phone. 
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In a story about railroad re- 
search on coach seats, ADVERTISING 
AcE comments that Dr. Ernest A. 
Hooton, author of “Apes, Men and 
BMorons,” is obviously well quali- 
fed to measure passengers. Are 
they providing accommodations for 
all three? 
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Flaniey & Woodward are a 
fuple of good looking gals who 
Will handle public relations from 
fe woman’s angle, which may 
Mean that they will never, never 
refer to the MJstresses of the na- 
pockctbooks as “house- 
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Philip K. Wrigley has resigned 
the presidency of the chewing gum 
company, and now perhaps he will 
be able to do a full-time job of 

Worrying about the Chicago Cubs. 
‘ _ a? 

The employe magazine is a pop- 
War and successful method of 
Iiforming workers about their 
@mpany, Metropolitan Life re- 
Perts in a scholarly research job. 
Ifs certainly nice to have a linger- 
ig suspicion confirmed in this 
aithoritative way. 
vgv¥+sey? 


“Grant Takes Over Cuba, Vene- 

Mela Agencies,” says a news item. 

When Grant took over Rich- 

Mond, it was only the beginning. 
- 2. 


“The average cost of a Hot- 
Point electric kitchen,” the adver- 
tising says, “is no more than the 
Prewar cost ©*° a popular-priced 
automobile.” 

And even now they don’t ration 
electric current. 
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Hugh Boice has decided that 
Jingles and singing commercials 
fan’t be broadcast over Station 
WQXR, but maybe he has never 
heard Fred Waring’s boys warble 
about Chesterfields. 
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Al Paul Lefton’s new Washing- 
ton office was established, it is 
*xplained, “to meet the increasing 
Necessity of its clients for close 
“ntacts in the nation’s capital.” 

With hotel conditions the way 
they are, that shouldn’t have been 
@ problem. ‘ 
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When JWT said, “Wilt thou?” to 
the business paper space buyer 
of Batten, Barton, Durstine & 
born, he is unofficially reported 
have promptly replied, “I Wilt.” 
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Progressive Grocer says inde- 
Pendent stores did more business 
With less help in 1943 than ever 

fore, but it left papa and mamma 


with mighty little time for the 
Movie. 


Reynolds Releases 


Ist Consumer Copy 
for Reyn-0-Cell 


Cotton Insulation 


Sold Through GE, 
Firestone Outlets 


By IRVING GENATT 


New York, April 6.—First to 
present the facts of cotton insu- 
lation to the American public 
via national magazines is, oddly 
enough, the world’s greatest pro- 
ducer of aluminum foil, a com- 
pany whose diversified activities 
in the fields of aluminum, packag- 
ing, labeling and embossing, heat- 
ing control devices, plumbing fix- 
tures, etc., would never bring one 
to associate its name with such 
a commodity as cotton. 

But if Reynolds Metals Com- 
pany has anything to say about it, 
King Cotton is going to bestow a 
new beneficence on the home 
owners of America, providing what 
Reynolds feels safe in terming the 


cheapest, yet one of the most 
effective insulation materials on 
the market. 


A great believer in the value of 
cooperative advertising, Reynolds 
for the past two years has con- 
ducted a forceful dealer campaign 
throughout the country for its cot- 
ton insulation, marketed under the 
company’s brand name of Reyn-O- 
Cell. Its supply of promotional 
material to dealers runs the entire 
gamut of sales ideas, from radio 
spot scripts to sales letters, three- 
dimensional window displays, pen- 
nants and streamers, posters tying 
in with the government’s fuel con- 
servation program, envelope stuff- 
ers, complete instruction data in 
the form of brochures, seasonal 
newspaper mat services, and even 
motion pictures to educate dealers 
who have never merchandised this 
type of product. 


May Be Expanded 


With an eye to the future, to 
establish a national market and 
build prestige for the product, 
Reynolds this month released its 
first consumer advertising, em- 
ploying two-color half pages in 
Better Homes & Gardens, House 
Beautiful and Small Homes Guide. 
Other ads will appear in Ameri- 
can Home, House & Garden and 
Parents’ Magazine. So far six ads 
have been prepared and will be 
run on a staggered schedule up to 
March, 1945. This space repre- 
sents an approximate expenditure 
of $80,000, and according to Wil- 
liam Dasheff, Buchanan & Co. 
executive on the account, the cam- 
paign will most likely be continued 


(Continued on Page 66) 


Manpower Error 


See ‘This Week in 
Washington,’ Page 26. 


Copy Cus. 
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KEEP ME 


AND YOU'LL NEVER GO BROKE 


1AM YOUR WAR BOND—1 


you 24 hours every dey. The 
smoney that I earn is all yours and I can't leave 
you for 1° years unless vou dmcharge me 


T have mudions of brothers and =e all wont 
we of ws for $57.90 oF 


ing tor 

Thats the money thats heepung milhons of 
Amer ans im profieble empicy ment 
That's the money that = beng spent on your sms. ee 
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YOU REMEMBER THE LAST WORLD 
REMEMBER THE BREAD LINES?)—THE 
AND THIS WON'T HAPPEN TO YOU 


WAR AND WHAT FOLLOWED? 
POVERTY '—THE WELFARE? KEEP ME 
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1 AM YOUR WAR BONDKEEP ME AND YOU WILL NEVER GO BROKE 
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INDUSTRIAL 
NATIONAL BANK 


MAIN OFFICE WASHINGTON BOULEVARD AT GRAND RIVER DETROIT 26 
UPTOWN OFFICE WOODWARD AT THE BOULEVARD 
ee ed 
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for ror 
a YEARS a7 YeaRs 


Sart DAFONT SORES = CONVENIENT Beamenes 


DON'T CASH ‘'EM—The Industrial 
National Bank of Detroit is using 
newspapers to ask people not to cash 
their war bonds unless absolutely nec- 
essary. This is the opener in the 
series. (Story on Page 8.) 


General Electric 
Reveals Postwar 
Television Plans 


New York, April 6.—TIn one of 
the most elaborate and comprehen- 
sive presentations yet staged for 
members of the working press, 
officials of General Electric Com- 
pany today explained the com- 
pany’s plans for postwar television 
at a luncheon at the Waldorf- 
Astoria hotel. 

A working model of television 
studios designed for the postwar 
broadcasting of regular commer- 


(Continued on Page 65) 


Big Postwar Strides Seen 
for Electric Industry 


‘Buyer's Market’ 
in Offing, NRDGA 
Clinic Is Warned 


Radio Promotion 
Provokes Arguments 
at Annual Meet 


Cincinnati, O., April 6. — The 
“second front” in retailing is ap- 
proaching and second fronts mean 
casualty lists, Don Bernard, ad- 
vertising director of the Washing- 
ton Post, warned here this week at 
the promotion clinic of the sales 
promotion division of the National 
Retail Dry Goods Association. 

“Be prepared for a buyer’s mar- 
ket,” he advised retailers. “In a 
seller’s market the only problem 
is to supply goods. There are more 
dollars and more customers than 
there are goods. And you folks in 
retail business may well tell me 
that it is hard to operate in a 
seller’s market; that it is hard to 
function without enough goods or 
sales people. 

“But you would also admit that 
your volume and profits soar to 
new and unheard of highs. 

“We are going to leave this 
swollen volume and profit era 
known as a seller’s market and 
enter into a buyer’s market. How 
soon I don’t know; nor does any 
one care to predict, but there are 
enough signs on the horizon to 
tell us that it isn’t far off.” 


Suggests Steps to Take 


He warned retailers to prepare 
to meet the buyer’s market with 
prices in line with quality, ade- 

(Continued on Page 68) 


Last Minute News Flashes 


Republic Aviation Plans Its Biggest Campaign 
Farmingdale, N. Y., April 7.— Republic Aviation Corporation will 
spend $200,000 this year, through Erwin, Wasey & Co., for its largest 
campaign. The organization behind the building of the “Thunderbolt” 
plane will be described in 1,000-line insertions in newspapers in 29 
cities, largely in aviation training and command centers, in 16 U. S. 
and Canadian aviation magazines, and 20 Latin American publications. 


Goodall Adds Spot Radio to ‘44 Campaign 

Cincinnati, O., April 7.— The Goodall Company, maker of Palm 
Beach clothing, this year will add intensive spot radio advertising in 
37 leading cities to media used in previous seasons, including coopera- 
tive newspaper advertising and radio participation. Ruthrauff & Ryan 


is the agency. 


H-S-B Agrees to Keep L. A. Apparel Account 

Los Angeles, April 7.—Following refusal of the board of directors 
of Associated Apparel Manufacturers of Los Angeles Ltd. to accept its 
resignation of the account, Hillman-Shane-Breyer has agreed to con- 


tinue handliig the account. 
for the past eight years. 


H-S-B has had charge of this account 


Harry Breeding Joins Ivey & Ellington as V.P. 


New York, April 7—Harry T. Breeding has joined Ivey & Elling- 


ton, New York, as a vice-president. 


Among his other executive duties 


he will work on the plastics division account of Celanese Corporation 
of America, acquired last week by the agency. Mr. Breeding in past 


years served with N. W. Ayer & 
for a time had his own agency. 


Son, Aitkin-Kynett Company, and 


GM Schedules War Work Ads in 900 Dailies 
New York, April 7.— General Motors Corporation will publish its 
annual report on war work next week via full page and smaller units 


in nearly 900 newspapers. 


Campbell-Ewald Company is the agency. 


Vast Merchandising 
Program Urged to 
Meet Opportunity 


Chicago, April 5.—With a sur- 
plus of power to sell and with 
greatly improved home equipment 
creating new standards of human 
comfort, the electric industry must 
prepare now for the greatest edu- 
cational and merchandising pro- 
gram in its history, speakers 
declared at the 11th annual com- 
mercial meetings of the Edison 
Electric Institute here this week. 

An ever greater use of electric 
power was forecast by C. W. Kel- 
logg, president of the institute, who 
pointed out that in spite of war- 
time restrictions commercial and 
home sales increased 27% during 
the three war years as compared 
to the preceding three prewar 
years. He predicted that indus- 
trial sales after the war would 
show a repetition of their steady 
prewar growth, but that commer- 
cial and residential sales would 
zoom much higher. 

M. E. Skinner, vice-president of 
the Buffalo Niagara & Eastern 
Power Corporation, speaking on 
“Electrical Living in Homes of To- 
morrow,” pointed out that in the 
past cooperative promotional pro- 
grams to stimulate the use of elec 
tricity were aimed at only one 
phase or another of electrical use. 

“As yet,” he said, “no one has 
been able to wrap up a package of 
electrical living. This concept of 
full electrical use is of particular 
importance in the new home mar- 
ket, but its promotion in that field 
can exert a profound influence on 
the modernization of existing 
homes,” 

He urged adoption by the indus- 
try of a “basic, over-all” plan for 
cooperative development of the 
postwar home market that would 
harmonize the interests of all 
branches of the industry. Such a 
plan, he said, should conform to 
standards of the “Better Light— 
Better Sight” program, and include 
provisions for a planned and com- 
pletely equipped electric kitchen, 


‘Phoebe Snow’ 
Back After 18 Years 


New York, April 6.—“Phoebe 
Snow,” who first went to work as 
the advertising symbol of the 
Lackawanna Railroad in 1904, 
accompanied by jingles written 
by Ernest Elmo Calkins and others 
who became prominent in adver- 
tising, is going back to work on 
the railroad this month after an 
absence of 18 years, J. Hampton 
Baumgartner, public relations di- 
= of the Lackawanna, said to- 

ay. 

A new Phoebe will appear with 
the original, now a grandmother, 
in a campaign with jingles in 115 
daily and weekly newspapers in 
on-line cities between New York 
City and Buffalo, through Joseph 
Katz Company, New York, recently 
appointed agency. 

The Lackawanna again will be- 
come “The Route of Phoebe Snow.” 

The original Phoebe was a con- 
temporary advertising character of 
“Slim Jim” for Force cereal, the 
Gold Dust twins, and the Uneeda 
Biscuit boy. 

The Lackawanna campaign will 
be part of a coordinated advertis- 
ing series by a dozen eastern rail- 
roads, in which no newspaper car- 
ries more than one railroad ad on 


a single day. 
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laundry and year-round air condi- 
tioning system for every home. 
Individual utility companies, he 
suggested, should establish a plan 
to promote the electrification of 
new homes in their respective 
areas, using the theme, “The Home 
of Tomorrow Will be Electrical— 
Be Ready with Adequate Wiring.” 
He urged that each company and 
local association set up local speci- 
fications on wiring, based on an 
up-to-date version of “The Hand- 
book of Interior Wiring Design.” 


Sees New Industry 


Creation of a billion dollar in- 
dustry hy making new standards 
of indoor comfort available to the 
American home was foreseen by 
Paul B. Zimmerman, president of 
the Indoor Climate Institute, a co- 
operative educational organization 
established by a group of national 
manufacturers of heating and air 
conditioning equipment. Achieve- 
ment of such a goal, he said, would 
require the guidance of utility 
commercial managers across the 
country in the postwar period. 

Revealing that the institute plans 
a broad educational program, di- 


rected both to the trade and the 
public, Mr. Zimmerman added: 
“When the time comes to form lo- 
cal chapters of the Indoor Climate 
Institute, it is contemplated that 
these local groups will be sup- 
ported by utilities, dealers, fuel 
companies and others interested in 
the welfare of the heating and air 
conditioning industry. The great 
opportunity for commercial depart- 
ments of utilities in the future will 
not be in the sale of equipment to 
customers, but rather the employ- 
ment of utility company ‘know- 
how’ in the education of dealer 
groups which will merchandise 
load building products.” 

The average residential year- 
round air conditioning system re- 
quires more than 2,000 kilowatt 
hours per season, he said, but small 
winter conditioning systems can be 
operated on 400 kilowatt hours per 
season. “This load,” he asserted, 
“will not be overlooked by the 
progressive utility.” 


Recommends Fluid Program 


No postwar merchandising pro- 
gram can be developed that will 
embrace all future contingencies, 


‘ 


warned James’ W. Irwin, of Na- 
tional Dairy Products Corporation, 
New York, urging as a cardinal 
principle of industry that its plans 
be subject to change. He added 
that although industry would be 
partly converted to peacetime pro- 
duction before all hostility ceases, 
and that marketing programs 
should be decided upon and put 
into action ahead of it, sales execu- 
tives should have their programs 
fluid enough, and their plannings 
imaginative enough, to encompass 
any of scores of alternative devel- 
opments, at a moment’s notice. 

The nation, he declared, is at the 
beginning of an entirely new cycle 
of industrial progress, with the 
emphasis changing from produc- 
tion to sales and distribution. 

“On the shoulders of men in 
sales and in marketing rests the 
future of the American people,” he 
maintained, “for these men of 
sales and marketing must develop 
the customers whose money, spent 
for products and services of all 
kinds, will provide the employment 
we need in the reconversion and 
postwar period.” He urged that 
“in planning for postwar objec- 


mes FILE DATA === 
During the first two 


months of 1944, 
the Hartford Cou- 
rant carried more 
than 45% of all 
Hartford news- 


paper advertising. 
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A CONNECTICUT INSTITUTION ‘SINCE 1764 
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GENERAL BAKING is another 


advertiser covering more 


the sales-productive pages 


of the Hartford Courant. 


IN 1943, the Hartford Cou- 


rant continued its steady 


growth by carrying 40% of 


outlets in the Hartford area 


the local grocery advertis- 


by consistent displays on 


ing — an outstanding rec- 


ord for any independent 


morning newspaper. 


tives, do this one thing above all 
others — merchandise philosophy 
plus product. Not philosophy 
alone. Not product alone. Not 
product plus philosophy, but phi- 
losophy plus product. 


Start Advertising Now 


“In other words,” Mr. Irwin con- 
tinued, “start now telling your 
former customers and those you 
hope to sell by word of mouth, in 
newspaper and magazine advertis- 
ing and on the air not only what 
you make, but why you make it 
the way you do. Sell the company 
back of the product, along with the 
product itself.” 

The future of the perishable 
food industry is “inextricably 
bound with the use of large quan- 
tities of electrical energy,” pointed 
out Clarence Birdseye, refrigera- 
tion consultant for General Foods 
Corporation, adding that “almost 
every step in the production and 
distribution of perishable foods 
depends vron, or offers, an oppor- 
tunity for the use of electricity. 

“The perishable food industry is 
already a 16 billion dollar giant 
and will up the scales at pretty 
close to 25 billion dollars within 
the next few years,” he said, point- 
ing out that food processing alone 
is more than twice as large as the 
next biggest American industry. 
“It therefore seems to me quite 
obvious that any far-sighted pro- 
gram on the part of the electric 
utility industry must include pro- 
vision for a continuous and de- 
tailed study of perishable food 
preservation and the relations of 
electric power thereto.” 


Tells Locker Plant Growth 


Mr. Birdseye related how locker 
plants grew from less than 1,000 
in 1937 to more than 4,500 this 
spring and how in addition to 
freezing and storing they skin and 
“hang” carcasses, reduce meats to 
consumer cuts, render fats, smoke 
hams and bacon, wrap and label 
packages, sell and exchange foods 
frozen elsewhere than in their own 
plants, and engage in a constantly 
widening variety of merchandising 
activities, such as selling refrigera- 
tors and low-temperature cabinets. 

He believes “the day is almost 
past when wholesale and retail 
markets will expose meats, sea- 
foods, fruits and vegetables to the 
filth and high temperature of the 
open air,” and predicts that “the 
food stores of the future will be 
refrigerated from one end to the 
other.” 

“Most manufacturers of domes- 
tic refrigerators already have their 
postwar designs pretty well in 
mind,” said Mr. Birdseye, predict- 
ing that “before long nearly all 
households in the United States 
and Canada will have mechanical 
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ddvertising Age, Apri 10, 
refrigeration. The new equipméf} 
will include low temperature s page 
sufficient for storing several days’ | 
supply of frozen foods, autonatig 
ice-making facilities, increased ca. 
pacity, and means for maintainin 
humidity to keep fresh vegetables 
from wilting.” 


Promotion Push 
Planned for New 
Coffee Extract 


New York, April 6.—A new de 
hydrated coffee extract, combined 
with carbohydrates, and markete¢ 
under the trade name of Sol Cafe 
will shortly be introduced to con. 
sumers via women’s participation 
radio programs, car cards, window 
displays, dealer helps and possibly 
newspapers. The product is made 
by Great Star Soluble Coffee Com-| 
pany, which also makes on 


soluble 100% coffee. 

The product has already been 
previewed by the trade through” 
advertising in grocery trade papers, 
and the company placed a 600- 
line insertion in today’s Journal 
of Commerce. Its agency, Al Paul. 
Lefton Company, is currently pre- 
paring a widespread campaign in 
consumer media to break as soon 
as greater distribution for the 
product is attained. 

To insure freshness, Sol Cafe is 
packed in sealed cone containers 
which are coated with paraffin. 
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SHOW YOUR SKILL In Getting Some 


Vital War Message Into Every Piece of 
Printing. 


THE MARTIN CANTINE COMPANY 
~SAUGERTIES, N.Y. 


' PLANT OPERATING MEN 
KNOW THE DIFFERENCE 


Selected industrial news items of special signifi- 
cance “make” the front page of Industrial 
Equipment News. There is no “paste pot and 
scissors” editing on any page in IEN — every 
item is a real news item. 


ever! 


Advertisers in Industrial Equipment News have 
the advantage of keener reader interest. 


Product information is more VITAL now than 


* , 
Ludustrial 


Eguipment 
News 


THOMAS PUBLISHING COMPANY, 461 EIGHTH AVE., NEW YORK 1, NEW YORK 
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Comix Forfendus’ 


= Almost extinct, but still to be found nesting in some 
swivel-chairs, directing big business. 


IDENTIFICATION: Usually has pet product under wing, account- 
ing for popping vest buttons, obstructed view. 


VOICE: Sings product praises through advertising preferably in 
“exclusive” magazines. Wouldn’t be caught dead, advertising in 
comics (Heaven forfend!) because of imagined lack of dignity. 


CHARACTERISTICS: Proficient in production and distribution. 
But in advertising, by passing up Puck-The Comic Weekly, some- 
times misses plums at its feet. 


Ah, well...what a small difference a few feathers make! Take 
them away, and strangely enough you have the spit-and-image of 
the business man who sometimes figures the same way—who 
simply ignores the influence and high position of the comics. Act- 
ually, comics today are winning commendation from admirals and 
generals for building morale, for helping training. Comics are 
influencing Bond, Scrap and Red Cross drives. And Puck-The 
Comic Weekly, grandpa of all comics, is producing results more 
phenomenal than ever for the nation’s foremost advertisers. 


Your advertising could not find better company than in Puck... 
“Blondie and Dagwood”’.. .““Skippy”’. . .“ Donald Duck”. . .““Flash 


Gordon” and the others .. . cartoon favorites of America’s millions, 
ready to work for you/ 


When you plan advertising, remember these facts: 


1.. More men, women, youths read comics than any other enter- 
tainment feature. Puck-The Comic Weekly reaches 20,000,000 
people in over 6,000,000 homes through 15 great Sunday news- 
papers, coast to coast. 


2..Your ads are read; Puck accepts only one advertisement 
on a page. 


3 .. Puck produces results. The Lambert Pharmacal Co., manufac- 
turers of the nationally famous Listerine Tooth Paste, began adver- 
tising exclusively in “Sunday Comics,” September, 1942. Playing a 
major part in the successful sale of this nationally known dentifrice 
was Puck-The Comic Weekly in which Listerine Tooth Paste adver- 
tising has appeared every other week since September 6th, 1942. 


Sales-minded executives and their associates will find it profitable to 
listen for 45 minutes to Puck’s analysis of “Your Customers of To- 
morrow,” a constructive presentation chock-full of sales information. 
If you wish to have it presented before a group of your executives, 
write or telephone to: Puck -The Comic Weekly, 959 Eighth Avenue, 
New York, or Hearst Building, Chicago. * The Swivel-Chair Bird. 
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FCC Sets Aside 
May 31 Deadline 
on Dual Ownership 


Washington, D. C., April 5.— 
Reconsidering its order of last 
November affecting single owner- 
ship of two radio stations in the 
Same primary service area, the 
FCC a set aside its May 31 
deadline, by which date all hold- 
ers of two stations were to have 
disposed of one. 

Prior to that date, however, all 
applicants to whom the order is 
or may apply are required to show 


compliance, to petition for indi- 
vidual hearing, or to petition for 
extension of their license until 
they can complete negotiations for 
orderly disposition of the station 
or stations which they will let go. 
The latter petitions must include a 
declaration that the licensee is 
striving to comply with the order 
and an outline of the steps he has 
taken and plans to take toward 
compliance. 


Hearings to Be Set 


Unless these conditions are met, 
the license renewal for stations 
involved in dual ownerships will 
be set for hearing. The Commis- 
sion also “will insist upon a speedy 
determination of any proceeding 
hereunder and will require an 
expeditious compliance with its 
final order thereon within such 


reasonable time as may be fixed 
in such final order.” 

The Commission, in considering 
individual applications, will study 
“location of centers of population 
and distribution of population, 
location of main studios, areas and 
populations to which services of 
stations are directed as indicated 
by commercial business of stations, 
news broadcasts, sources of pro- 
grams and talent, coverage claims 
and listening audience.” 

Although several applications 
for Commission approval of sales 
arranged to comply with the mul- 
tiple ownership order are pending, 
none has yet been approved. They 
include transfers of WOV, New 
York, from Arde Bulova to Mester 
Brothers—a transaction kayoed by 
the FCC two years ago. Bulova 
also owns WNEW, New York. The 


sale of both KFAB and KFOR, 
Lincoln, Neb., also is pending— 
KFOR to go to James and Charles 
Stuart, and CBS to acquire a 45% 
interest in KFAB. 


WJJID Sale Pending 


Third sale pending is that of 
WJJD, Chicago, to Marshall Field, 
publisher and editor of the Chi- 
cago Sun. The station is currently 
owned by the owners of WIND, 
Hammond, Ind. Gene Dyer of 
Chicago, who owns WSBC, WGES 
and WAIT, also has an application 
pending, for sale of WSBC. 

Including those above, there are 
about 26 stations which must be 
sold to comply with the FCC order. 
Petitions for postponement of the 
effective date have been filed by 
Earle Anthony, KECA-KFI, Los 
Angeles; Oregonian Publishing 
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RAILROAD TRAFFIC STILL GROWS! 


SIMMONS-BOARDMAN PUBLICATIONS 


Build Now in 
This Basic Market 


HE nation’s railroads have met the challenge 

thrust upon them by two years of war to do the 
biggest transportation job in all history—twice as 
big as in the first World War—and the job still 
grows! 


The railroads have spent billions of dollars over the 
years for improvements and modernization . . . and 
right now railway executives are planning ahead for 
their requirements for new equipment to modernize 
and replace war-worn facilities and establish a new 
era of rail transportation after the war. 


Now is the time to build a strong sales position in 
the railway industry. Those firms that maintain 
their railway contacts during this crucial war period 
will be in the best position to win a strong competi- 


Railway > poet 
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tive standing in the post-war era. Your direct routes 
of sales approach to the railway market are the four 
Simmons-Boardman railway publications. 


These publications command confidence and recog- 
nition among railway men as the main centers of 
technical and business news of the industry. One 
or more will meet your railway selling needs, 
for they enable you to select and reach the particu- 
lar railway men who are important to you. Each 
publication serves one of the several branches of 
railway activity and each one has a specialized audi- 
ence of key railway men. 


Plan to keep your products before the railroads 
throughout this year. Write our nearest office for 
more detailed market and publication data. 


Simmons-Boardman Publishing Corp. 
30 Church Street, New York 7, N. Y. 


105 W. Adams Street, Chicago 3 Terminal Tower. Cleveland 13 
National Press Bldg., Washington 4, D. C. 300 Montgomery St.. San Francisco 4 
530 W. 6th St., Los Angeles 14 1038 Henry Bidg., Seattle 1 
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Company, KGW and KEX, Por- 
land; Louis Wasmer, KHO ang 


Inc.,. KOMO and KJR, Seattle. 


Asks Inquiry on Use 
of Political Ads 


Rep. Harold Knutson, Minnesota 
Republican, last week asked the 
House judiciary committee to in- 
vestigate with the Department 0: 


7 
Corrupt Practices Act, the Hatch 
Act, or both, in connection with 
corporations carrying on political 
activities through the use of ad- 
vertising expenditures.” 


of Internal Revenue has decided 
to dissallow advertising costs, if 
claimed as business expense, on 
advertising by one corporation in 
Washington newspapers which 
dealt with legislation before Con- 
gress. 
town, as was Chairman Hatton W. 
Sumners of the judiciary commit- 
tee, and the office of neither would 
identify the corporation. It was 
believed that it might be the In- 
ternational Latex Company. 


Judges to Pick Winners 
in Chicago Exhibition 

Judging of the annual exhibition 
of advertising art sponsored by the 
Art Directors Club of Chicago will 
be held Monday night, April 10, 
at Blackstone Hall, Art Institute, 
with the exhibit to open the fol- 
lowing day for a three weeks pub- 
lic showing. 

More than 250 individual pieces 
will be on display, including both 
original and reproduced advertis- 
ing art. Classifications in which 
awards will be made include mass 
magazines, posters, newspapers, di- 
rect mail and catalogs, design of 


1944 exhibition. 


EWS 


on the Button.. 
| Rings the Bell! 


They say in San 
r || | 4 Francisco thatif you hear 
the 6 p. m. News, you've 
+ || |4 heard all the world de- 
velopments for the day. 
-| | That’s why KGO’s Six 
O’clock News, delivered 
-| |4 on the button by George 
Fenneman (one of our 
-| |-| newest finds) rings the 
bell of audience pull... 
-| |-] anice sound if ever there 
was one! The San Fran- 
+| | cisco radio picture has 
changed! KGO is the buy! 
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KGA, Spokane; and Fishers Blend, § 


Justice, “possible violation of the 


Rep. Knutson said the Bureauff 


complete layout, and a special 
1|“‘victory art” group. Harold Jen-§ 
sen, Batten, Barton, Durstine &§ 
Osborn, is general chairman of thef 


Call your Blue Spot Representative 
or write direct for details 


EKG 


SAN FRANCISCO - OAKLA 
810 K.C. * 7500 WAT 
Blue Network Company, In 
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INSTITUTIONAL MARKET 


Your total Institutional Market 
includes the following Institu- 
tions: 


e HOTELS 

e HOSPITALS 

e SCHOOLS 

e RESTAURANTS 

e INDUSTRIAL CAFETERIAS 
e COLLEGES 

e PUBLIC INSTITUTIONS 
e YMCA’s and YWCA’s 
e@ RAILWAY SYSTEMS 

@ STEAMSHIP LINES 

e PUBLIC BUILDINGS 


e OTHER INSTITUTIONS 


and . . . for the duration of the war—in 
addition to its regular circulation, INSTITU- 
TIONS Magazine is being sent to buyers 
and specifiers of mass housing and mass 
feeding products for those directly engaged 
in the war effort. 
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Tue institutional market as a whole totals 
91/4 billion dollars. Industrial cafeterias comprise one 
of the most rapidly growing segments of this market. 
These alone offer a potential market to manufacturers 
of equipment, food products and supplies amounting 
to over one billion dollars. 


INSTITUTIONS Magazine has just completed a 
comprehensive survey based upon direct personal 
contacts by our full-time field representatives to de- 
termine 1944 characteristics of the in-plant feeding 
market. The questions circled in the illustration above 
cover some of the basic factors studied. The final 
tabulations show, among other things, that 1944 will 
bring about a 60°, expansion of existing industrial 
cafeteria facilities which will require new equipment, 


ervice in indus. 


One of a series of market studies by 
INSTITUTIONS Magazine. 


... Total Institutional Market Equals $9.25 Billions! 


furnishings, food products and supplies for 2,725 new 
installations with a seating capacity of 923,800, and 
with a daily meal output of 4,270,000. 


Complete results of this survey have been published 
in booklet form as indicated in the illustration above. 


The industrial cafeteria segment of the institutional 
market is reached through INSTITUTIONS Magazine. 
This is the only single publication which also reaches all 
related elements of the 9!/, Billion Dollar big-con- 
sumer, mass-feeding and mass-housing market com- 
prising the total institutional field. 


Full details covering both the total institutional 
market and the industrial cafeteria segment are 
available in booklet form upon request. 


Consult Your ADVERTISING AGENC 


The statistical data obtained through INSTITUTIONS Magazine's survey of 
industrial cafeterias has been placed in the hands of advertising agencies. To 


secure detailed information on this subject or on INSTITUTIONS Magazine and the institutional field as a whole, Consult Your Advertising Agency, or 


use the coupon below. 
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1900 PRAIRIE AVENUE 
CHICAGO 16, ILL. 


} INDUSTRIAL CAFETERIA SECMENT 


OF 


| INSTITUTIONAL [- 


Food | 
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of INSTITUTIONS Magazine's special study 
of the Industrial Cafeteria Segment of the 
Institutional Market. 
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Street Address 
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Tightening Up of 
Determents to Hit 
Advertising Hard 


Washington, D. C., April 6.— 
Only those who prove the old 
saying that misery loves company 
can see a bright side for adver- 
tising in the present manpower 
outlook as a result of the general 
tightening up of deferments. 

The needs of war industries for 
skilled workers will be greater 
than ever, with some form of fed- 
eral compulsion not to be counted 
out, observers believed this week. 

Congress will give serious con- 
sideration to the drafting of 4Fs 
and hardship cases for essential 
war work within a short time after 
the recess is over. The advertising 
industry, already one of those 
hardest hit, will have to prepare 
to get along without another large 
batch of men. Women artists, 
copywriters, and executives will 
find themselves more and more in 
demand. The only real change to 
be expected, industry leaders con- 
fidently believe, is that the in- 
dustry will find a good deal more 


company in its misery than it has 
had up until now. 

The banning of deferments for 
merchant seamen under 26 is a 
sure tip as to what’s coming. The 
military will ignore no source of 
manpower, even the Merchant 
Marine, whose members are deliv- 
ering the goods the military and 
our Allies need, and who have thus 
far often undergone greater risks 
than men in the service. 


Sylvania Copy Gives 
Hints on Fluorescent 


Sylvania Electric Products, New 
York, has released a new campaign 
in electrical and business publica- 
tions in the industrial field high- 
lighting hints on the operation and 
maintenance of fluorescent light- 
ing. 

Copy headlined “Fluorescent op- 
erating hints,” conveys in text, 
pictures and diagrams, instructions 
for testing lamps and _ starters, 
checking ballasts and scheduling 
maintenance. The new drive ties 
in closely with wartime conserva- 
tion ads. A booklet, offered in the 
ads, extends additional informa- 
tion. Arthur Kudner, Inc., is the 
agency. 


on 


Chrysler Starts 
Six-Week Drive 


in 850 Newspapers 


Detroit, April 6—Using more 
than 850 newspapers during the 
next six weeks, Chrysler Corpora- 
tion is launching a nationwide 
springtime advertising program to 
aid owners in caring for their cars 
and trucks. 

The campaign is addressed to 
owners of approximately 7,000,000 
Plymouth, Dodge, DeSoto and 
Chrysler cars and Dodge trucks, 
but its wartime advice is of value 
to all car and truck owners. The 
theme is based on a patriotic and 
common sense appeal—with safety, 
economy of operation and long life 
of the vehicle held out as the ben- 
efits of following Chrysler’s advice. 

Pointing out that many people 
probably will have to keep their 
present cars “two years, three 
years, or longer,” the 750-line ad- 


vertisements include a list of 10 
suggestions for car check-up pre- 
pared by Chrysler service engi- 
neers. The list includes: Remove 
all dents and rust spots—touch up 
with paint; clean chrome of all 
rust—cover spots with clear lac- 
quer; check front wheel alignment 
and rotate tires if necessary. These 
are in addition to the more obvious 
spring draining of oil and anti- 
freeze, lubrication and tightening 
operations, and engine tune-up. 


Give Dealer Support 


Stating that “under the pressure 
of wartime conditions, dealers’ 
shops often are filled early in the 
day,” the ads urge owners not to 
wait until the last minute to ask 
for service but to do as they would 
with their doctor or dentist—phone 
ahead of time for an appointment. 

Space in the ads is devoted to 
helping dealers with their man- 
power problems. Under the head- 
ing, “Wartime jobs with a future,” 
the messages point out that most 
automobile dealers today are han- 
dling an increased volume of work; 
that many need additional skilled 
and unskilled help in various de- 
partments to maintain essential 
transportation. Those interested in 
such employment opportunities are 
urged to make direct contact with 
a nearby dealer. 


Seek Used Cars 


Space also is devoted to helping 
dealers find used cars to purchase. 
The messages suggest that people 
who want to sell their cars get a 
cash offer from the dealer. 

The newspaper campaign, de- 
signed primarily to impress own- 
ers with the importance of car 
care, will include several insertions 
in 767 cities and towns—not only 
in metropolitan areas but in rural 
communities and along RFD 
routes. The total circulation is 
some 37,000,000 and an estimated 
55,000,000 people live within the 
corporate limits of the towns in 
which the papers are published. 

Ruthrauff & Ryan, Detroit, han- 
dles the account. 


DeLorenzo to Kudner 


Anthony G. DeLorenzo, formerly 
chief of the Michigan bureau of 
United Press, has joined the pub- 
licity staff of Arthur Kudner, Inc., 
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FOR ALL PLYMOUTH 
DODGE, DE SOTO AND 
CHRYSLER OWNERS IN 


NEW ORLEANS 
ont ity 


‘That car of yours is « mighty fine vehicle, you know. Surely you 
want to keep it in tip-top shape... especially because the average 
person may not be able to buy a new car for several years. To protect 
your investment, let the man who KNOWS YOUR CAR — your 
Plymouth, Dodge, De Soto or Chry@er dealer — help you care for 
it. But dealers’ shops are often filled early in the day, so don't wait 
until the last minute. Phone him sheed of time for an appointment. 
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SPRING CHECK-UP—To assist car 
and truck owners with conservation 
measures, Chrysler Corp. is releasing 
a schedule of ads to more than 850 
newspapers throughout the country. 
This is one of the springtime series. 


West Joins Pillsbury 

V. R. West has resigned from 
McCann-Erickson, Inc., to become 
director of public relations of the 
Pillsbury Flour Mills Company, 
Minneapolis, effective April 16. As 


odie ae 


in Detroit. He replaces Frank|a member of the agency staff he Obvii 
Armstrong, who has been trans-|}has been closely associated with 
ferred to the agency’s New York] the company’s public relations pro- drugs 
office. gram for the past three years. 
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black on white (etch) proofs 


that give flawless reproduction 


does it—in Philadelphia 


One newspaper is the leading newspaper in Philadelphia — has 
been the leader for 39 consecutive years. One newspaper is read 
daily by 4 out of 5 families — has a circulation in excess of 600,000, 
the largest evening newspaper circulation in America. One news- 
paper economically covers the Philadelphia market. One newspaper 
— and that newspaper is The Evening Bulletin. 


In Philadelphia — nearly everybody reads The Bulletin 


730 N. FRANKLIN ST. - SUPERIOR 1223 
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WHY HAVE DRUG STORE SALES 
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N 1941 drug store sales of animal-poultry health items 
totaled $10,255,445. In 1943 druggists did $27,- 
083,796 worth of business on this same merchandise. 

In 1941 the average rural druggist sold $461 worth of 
animal-poultry health products. In 1943 he sold $1,347 
worth. In 1941 drug stores did only 11.4% of the total 
animal-poultry health product business. In 1943 druggists 
made 21.6% of the total sales. 


t car 
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Obviously, some sort of merchandising monsoon must 
have hit the animal goods business along about 1942. 
Obviously, somebody, or something, must have given the 
druggists of the country a nerve tingling hot foot to pro- 
duce results so amazing. 


WHAT WAS THE FORCE AT WORK? BY 
WHOM WAS IT APPLIED? HOW DID IT 
FUNCTION? CAN IT BE UTILIZED BY AD 
MEN IN THE DOING OF OTHER BIG DIMEN- 
SIONAL DRUG TRADE JOBS? 


tion. 
dge 


Without doubt, the easiest way to answer these questions, 
and all other queries that are popping into your head as 
you read the impressive figures, is to tell you the story of 
the whole operation from logical conception to inevitable 


conclusion. 
* * * 


Some years ago, Dan Rennick, Editorial Director of 
DRUG TOPICS, making a routine study of animal-poul- 
try health product sales in drug stores, uncovered a disturb- 
ing fact. He learned that druggists were getting only $1.00 


fs 


330 WEST 42nd STREET + 


1223 


}OF ANIMAL-POULTRY HEALTH ITEMS 


D 0 U R L F D IN THE PAST TWO YEARS? 


Why Should You Give A Hoot? 


out of every $10.00 being spent for animal-poultry 
health products. 


“Tnconceivable! Irrational! Indefensible!” reasoned Ren- 
nick. “Animal health goods logically belong in drug 
stores. Their sale is a natural drug store function. I will 
bet my editorial eye teeth that, properly promoted, drug 


store volume can be multiplied many times.” 


A three-year study of the animal-poultry health product 
business was undertaken forthwith by DRUG TOPICS. 
Correspondents in rural sections combed the countryside 
for drug stores operating successful Animal Health De- 
partments. ‘Tests were conducted in chosen areas to 
measure clinically the sales-making power of all con- 
ceivable animal health goods sales promotion devices. 
Slowly—surely—a successful sales formula was developed. 


In the end, positive of his drug store tested position, Ren- 
nick presented, beginning in the January 5, 1942 issue of 
DRUG TOPICS, the first complete, water-tight plan 
for building animal-poultry health goods sales ever offered 
to the retail druggist. 


Like all good trade promotion programs, his plan was 
absolutely practical. It told the retail druggist just what 
to do—when, where and how to do it—and estimated for 
him the dollars and cents profits that would result if 


he’d act. 


What happened? Druggists all over the country became 
instantly interested. DRUG TOPICS’ mail bags over- 


Deuce Torics 


+ NEW YORK CITY 18 


a. eee 


flowed with animal-poultry health product inquiries. 
Wholesale druggists sent their salesmen into rural areas 
armed with order pads and reprints of the DRUG 
TOPICS’ articles. Makers of health goods for beasts, 
feeling the ground swell, at first hesitatingly, then en- 
Animal Health Goods 


Departments started to mushroom in rural drug stores 


thusiastically, began to tie in. 
everywhere. And, as a natural and inevitable result, drug 
store sales of animal-poultry health items increased by 
166% in drug stores through the years 1942-1943. 


What new or strange inferences can one make from the 


story just told? None, we fear. We've analyzed and 
analyzed and all that we can get from the brand new facts 
is the old, old conclusion: WELL WRITTEN COPY 
(editorial or advertising) SELLING A WELL CON- 
CEIVED PROGRAM IN A FIRST RATE TRADE 


PAPER ALWAYS GETS RESULTS. 


But, perhaps, it’s wise to re-prove even this old axiom 
every now and again. 
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Stewart-Warner 
Unveils 21-Pound 
Home Heating Unit 


New York, April 5.—James S. 
Knowlson, president, and L. A. 
Williams Jr., vice-president in 
charge of the heater division of 
Stewart-Warner Corporation, Chi- 
cago, indicated clearly here yes- 
terday that the company’s recent 
sale of its home appliance division 
does not mean that Stewart-War- 
ner will confine its postwar prod- 
ucts entirely to the automotive 
field. 

On the contrary, the two offi- 
cials called a press conference to 
announce that they plan to enter 
the home heating field with an 
adaptation of a 21-pound gasoline- 
burning furnace of a type now 
used in military aircraft, which 
they claim has enough heating ca- 
pacity to heat a 20-room house. 
Mr. Knowlson also revealed that 


the new home heater is only one 
of a number of products which 
Stewart-Warner expects to have in 
the heating field, and that the com- 
pany is also doing development 
work in many other fields, with 
the confident anticipation of ex- 
panding its business—and its em- 
ploye roll — considerably beyond 
prewar levels. 

The “vest pocket” heater, about 
the size of an office waste basket, 
has been used in military aircraft 
for about three years, as well as in 
motor torpedo boats, shelter tents 
and numerous other places where 
space and flexibility are important 
factors. 


Reasonable Price Seen 


Mr. Williams indicated the possi- 
bilities of the heating device by 
pointing out that miniatures might 
be used in each room, each pro- 
vided with its individual thermo- 
stat, so that each room of a house 
could be kept at any desired tem- 
perature. “If such heating were 
also of a type which might be used 
in an automobile,” he said, “then 
the mass production possible would 
permit Stewart-Warner to supply 
heating equipment for a house at 


thermostats, assuming the exist- maintenance and hospital tents, 


ence of prewar price levels.” 
Another possibility he suggested 
was the mounting of the larger 
unit in the attic, the idea being to 
fill the attic space entirely with 
hot air and then force it, either 
through ducts or through the walls, 
to other portions of the house. 


Still Problems to Solve 


He warned, however, that the 
model demonstrated was not yet 
ready for home use, pointing out 
that among the problems still to 
be solved were those of reducing 
the noise of operation, developing 
a heater which might utilize some 
fuel other than gasoline, and build- 
ing up the life and serviceability 
of the unit. 

With full-color pages in Col- 
lier’s, The Saturday Evening Post 
and Time, Stewart-Warner has 
been telling the story of a wartime 
“heating miracle’—how its engi- 
neers adapted the revolutionary 
principle of a new _ sealed-flame 
heating method to aviation needs. 

“Today—midget ‘flying furnaces’ 
hidden in combat plane wings, 
produce more heat than a furnace 
for an eight-room house,” typical 


perhaps $20-$30 a room, including | copy declares. “Others are heating 


Reconversion is as important to packagers as their next meal. 
@ They want to know if their war-time packages will eat at the 
peace table—whether population shifts will affect consumer 
hunger for their products—what new consumer buying habits will 
do to sales. e Packagers are a group of industries with common 
hungers and a huge appetite. Their peculiar diet creates a 


specialized market and a big one. @ Their annual packaging 


purchase (of packages, machines, materials) runs around 


$5-billion—probably even higher now. @ For brain food, big 
time packaging executives digest MODERN PACKAGING 


magazine every month. Here they find the specialized news to 


fit their problems. For this reason, suppliers find it an extra- 


ordinarily appetizing and productive advertising medium. e If 


you have an idea or a product for the important packaging 


market, either now or during the post-war period, MODERN 
PACKAGING is the best place for it. 


PACKAGING MAGAZI 


122 EAST 42nd STREET 


NE 
N.Y 


NEW YORK 17, 


helping start bomber engines in the 
Arctic, heating Army field labora- 
tories. 

“After victory, these amazing 
war-born heating developments 
can turn quickly to peacetime tasks 
—to perform heating wonders that 
may affect you in many ways!” 
The advertising is illustrated 
with the company’s South Wind 
car heater, peacetime unit “that 
brought ‘hot heat in 90 seconds’ to 
a million cars.” A limited supply 
of the heaters is still available, 
consumers are reminded. 
MacFarland, Aveyard & Co., 
Chicago, handles the account. 


Bank Ad Series 
Urges Public Not 
to Cash Bonds 


(Picture on Page 1) 

Detroit, April 6. — Interest 
mounted quickly this week in an 
“interim” war bond drive adver- 
tisement sponsored by the Indus- 
trial National Bank of Detroit, 
urging the public not to cash its 
bonds. 

Shortly after the first ad of the 
new series appeared, the CIO unit 
at the Ford Motor Company asked 
permission to run the appeal over 
its own signature. The Borden 
Company also intends to use it as 
a newspaper message, and place 
posters on its delivery trucks oper- 
ating throughout the city. 

Bank officials who looked over 
daily reports from the main office 
and branches telling of the increas- 
ing number of war bonds they 
were asked to certify for redemp- 
tion, as well as Treasury reports, 
decided that something should be 
done about it. While banks and 
other institutions had spent thou- 
sands of dollars supporting drives, 
comparatively little has been done 
to persuade people to keep those 
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bonds, 
cided. 

As a result, they submitted to 
Sherwood King, chief of 
Treasury War Finance Division's 
advertising section, a campaign to 
run between the 4th and 5th War 
Loan drives. The Treasury section 


the bank executives de. 


the { 


on AH 


wholeheartedly praised the icea,— 


and thanked the bank for its co.) 


operation. 
Copy Makes Plea 


“Keep me and you'll never go 
broke” is the central plea of he 
ad series, which reminds buyers 
they should not cash war bonds 
unless absolutely necessary ind 
that this reserve would be mighty 


. 
<b hits a nlite Bi! 


useful in time of sickness or cis- — 


aster. 


“spokesman” in the copy, asking 
the public: “Remember the 
world war and what followed?. 
Remember the bread lines, the 
poverty, the welfare? Keep me 
and this won’t happen to you.” 

The series is copyrighted by the 
Industrial National Bank, which, 
however, is granting permission to 
any institution for its use in whole 
or part. Mats of the illustrations 
are offered free upon request. 


‘Petroleum Refiner’ 
Freezes Advertising 


The Gulf Publishing Company, | 


Houston, Tex., has announced that 
for 90 days after April 3 neither 
new contracts for space in Petro- 
leum Refiner nor increases in space 
already contracted will be ac- 
cepted. Contracts expiring during 
this period will be renewed at no 


greater space than that called for} 


One of the war bonds acts as | 


last © 


in the existing contract. 
Freezing of advertising in the 


Refiner was made necessary by the {7 
it does noty 
affect the Oil Weekly and Refinery} 


paper shortage, but 


Catalog, published by the same 
company. 


tion estimate, 221 ,433ft. 


post-war future. 


copy of “INDUSTRY SPEAKS". . 


ORPUS CHRISTI'S growth is 
accelerated by a rich agricul- 
tural area .. . a deep water port... 
vast oil and gas reserves . . . opening 
of great chemical industries . . . the building of oil 
refineries . . . the establishment of the world's 
largest Naval Air Training Center, and the promo- 
tion of popular resort facilities. Corpus Christi’s 
Population (Mar. 1944) is 104,550*; 1960 popula- 


“INDUSTRY SPEAKS" 


—«a brochure on Post-War Corpus Christi 


Industrialists over the country wrote their opinions on Corpus Christi’s 
They are collected in this brochure. 
. today. 


Sources: *C. B. _ 
tNational 


Request a 


Directory Co. 
esources Planning Board. 


The Corpus Christi Caller-Times 


Represented by The Texas Daily Press League 
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. it is read most thoroughly 
Practically every week, not only 
by myself but by the members of my 
family. Frankly, we have found 
this publication most complete in 
keeping us informed on the many 
Subjects of importance and in- 
terest to the average American 
family as well as helpful to me 


Personally in connection with 
business." 


R. L, Rickenbaugh, 
Merchandising Manager 
CADILLAC MOTOR CAR DIVISION 


ee. 


To men of consequence, trends are of first 


importance —so important that 80% of all 


subscribers order The United States News 


delivered at their homes— where trends 


can be deliberately examined, carefully 


mulled and thoroughly digested ...... 


Every week and week after week the im- 
portant news of national affairs is spot- 
analyzed in pictures, Pictograms and in 


simple English—clear, crisp, concise. 


Daniel W. Ashley 
Vice President in charge of Advertising 


NEWS OF NATIONAL AFFAIRS—more than ever important in the periods that lie ahead 
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Industry Launches 
Extensive Drive fo 
Save Cotton Bags 


Memphis, Tenn., April 6.— To 
salvage a substantial portion of 
the billion and a half yards of cot- 
ton fabrics being used this year for 
military and agricultural bags, the 
cotton industry will launch a broad 
advertising program next month 
embracing consumer, teacher and 
trade publications. 

Funds for the campaign are be- 
ing provided cooperatively by the 
National Cotton Council, Memphis, 
and the Textile Bag Manufacturers 
Association, Chicago. In addition 
to the joint program, the manu- 
facturers’ group has started a 
series of trade publication ads fea- 
turing the trade character, “Slug- 
ger McTruck,” and urging wartime 
conservation of cloth bags. 

The consumer and trade adver- 
tising will start with insertions in 
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May issues of six general farm 
publications, seven teacher and 
home economics magazines, six 
trade publications, and 2,800 rural 
weeklies on the Western News- 
paper Union list. The campaign is 
to continue over an eight-month 
period. 

Coincident with appearance of 
these schedules, the industry will 
offer an illustrated 32-page book- 
let, “Bag of Tricks for Home Sew- 
ing,” containing more than 100 
suggestions for the use of house- 
wives in converting cotton bag 
fabrics into items of apparel and 
home furnishings. Copies will be 
offered in all advertising used 
throughout the campaign. 


Council Sets Goal 


The goal of the campaign, ac- 
cording to the council, is to re- 
duce the amount of new piece 
goods required in home sewing by 
educating the housewife in the 
substitution of fabrics from dis- 
carded bags for new material. 
Consumer copy points out that the 
cloth from feed, flour, sugar, salt, 
and meal bags is comparable in 
quality and in strength to many of 
the more inexpensive types of cot- 
ton goods used for curtains, aprons, 


e 
napkins, and house 
dresses. 

The necessity for a vigorous pro- 
gram to conserve all possible 
woven goods has been created by 
continued decline in the total pro- 
duction of cotton fabrics, a decline 
which has been unbroken from the 
1942 peak level of 12,000,000,000 
yards to the current level of ap- 
proximately 10,500,000,000 yards. 


Bags Use 14% 


Out of total production, cotton 
bags are currently consuming ap- 
proximately 14%, says the council, 
and bag fabrics today account for 
more than twice as much cotton 
yardage as any other single item. 
With 67% of all cotton textile pro- 
duction now under allocation and 
priority, this tremendous volume 
of bag material offers the indus- 
try’s best chance to avert further 
critical shortages in civilian sup- 
plies. 

The council further points out 
that the bag salvage program has 
a definite advantage over many 
other salvage programs in that the 
salvaged material can be used at 
the point where it is collected. No 
reprocessing or return to manu- 
facturers or distributors is neces- 


smocks, 


sary for the complete re-utilization 
of salvaged material. The inks 
with which brand names and 
identifications are imprinted on 
cotton bags can be washed out 
with soap and water, and the re- 
sulting material is ready for im- 
mediate use. 

Users of cotton bags will be 
urged to tie in with the national 
advertising by calling attention to 
the industry’s booklet in their own 
advertising. Also augmenting the 
campaign is a series of weekly fea- 
tures for newspapers previewing 
the booklet. 

Preceding the campaign, the 
council released a schedule of four 
1,000-line newspaper ads featuring 
illustrations prepared by the Army 
Quartermaster Corps, showing the 
Army’s many uses of cotton bags. 
Reprints are being distributed to 
Congressmen, government officials 
and customers of major bag man- 
ufacturing companies. 

Herbert Rogers Company, Dal- 
las, is handling the salvage pro- 
gram in behalf of the industry. 


PRODUCTION DROP SEEN 


Washington, April 5.—Produc- 
tion of cotton textiles may drop as 
much as 20% this year, due to 


have few.” 


6 iw Oregon Journal’s heart 
is reflected in words of its 
founder, the late C. S. Jackson: 


“The strong need no defender the 
weak do. The powerful have many 
newspaper supporters; the poor 


Little wonder then that Journal readers 
call Mr. Fixit the heart of The Journal. 
In a daily column Mr. Fixit gives more 
than just friendly and understanding 
advice. Mr. Fixit gives help! 


Asister is seeking a long lost brother. 
A working mother wants a home for 
her baby. An Army cook in the Aleu- 
tians needs an alarm clock. These and 
scores of others write to Mr. Fixit for 
help! Their letters reprinted in the Fixit 
column bring immediate and wide- 
spread response from Journal readers. 
That’s how Mr. Fixit gets things done! 


gets action! 


--- beating warm and friendly, 
despite the race to bring its readers 
the news of all the world— 


the day it happens! 


The Fixit theory is, “People never 
let other people down—if they know 
about them.” So Mr. Fixit listens to the 
needs, the heartaches and pleas of indi- 
viduals and then, through the medium 
of The Journal’s great metropolitan cir- 
culation, tells other people about them. 

There is human need everywhere . . . 
and there is an abundance of human 
kindness everywhere, too. The Fixit 
column brings the two together and 


Countless thousands of tales could 
be told about Mr. Fixit, but the sen- 
tence in the letter illustrated above just 
about sums up the story. 


THE FIXIT column is just one of 


the many reasons why men and women 
in the Portland Area like to read The 
Journal ...a human newspaper from the 
weather reports in the upper left hand 
corner of page one, to the last classified 
want ad. It’s a paper staffed by people 
with brains and hearts... giving their 
best... and enjoying it to the utmost. 


If you lived in Portland you'd read 


THE JOURNAL 


PORTLAND, OREGON 


Afternoon and Sunday 


Represented Nationally by REYNOLDS-FITZGERALD 
Member: Metropolitan and Pacific Parade Groups 


Treat yourself free to a new apron or smock. 
You can do it with only two or three used feed, sol, 
sugar, or flour bags. You can make pojomos, ploy 
suits, curtains, dresses and hundreds of other articles 
for your home and family ... all from cotton boo:. 
The free 32-page booklet, “Bag of Tricks for Home 
Sewing,” tells you bag sizes, gives sewing instructions, 
shows you how to make dozens of 
clever things you will be pleased 
@s punch to have. 


ae 
FREE 


Send for your free copy 
of “Bag of Tricks for Home 
Sewing”—be double thrifty; ¥ 
make your cotton bags do dou- 
ble duty. Write todoy... 
@ post card will do. ... Address: 


NATIONAL COTTON COUNCIL 


P.O. Box 18 « MEMPHIS 1, TENNESSEE «+ Dept. 


ONSERVE WITH COTTON BAGS 


S A YARD MADE FOR ViCTORy 


OPENS DRIVE—With this small-space 

copy in farm papers, the National 

Cotton Council next month will expand 

its campaign to salvage cotton fabrics. 

The same appeal will be used in 2,800 
rural weeklies. 


labor shortages, but the possibility 
of clothing rationing is still re- 
mote, J. Spencer Love, WPB tex- 
tile director, declared here yester- 
day. 

Previously, he said, government 
officials had hoped to limit the 
production decline to no more than 
10%, but war manpower demands 
have made this impossible. 

Children’s ‘garments and other 
low-price items, for which the 
retail demand is not being met, are 
being produced in steadily increas- 
ing amounts, the textile director 
said. He said the price control sys- 
tem has been the primary obstacle 
to greater production of low-cost 
clothing items. 


Prizes Spur Interest 
in ‘Fisherman's Week’ 


As part of the observance of Na- 
tional Fisherman’s Week, April 29 
to May 6, sponsored by the Sport- 
ing Goods Dealer, St. Louis, the 
publication will conduct a window 
display contest, offering to the 
winner an all-expense-paid trip to 
Minnesota’s “Land of 10,000 
Lakes.” 

In addition, war bonds and 
stamps will be presented as prizes 
in a newspaper advertising con- 
test, in which copy must contain 
the words, “National Fishermen’s 
Week.” The contest is open to any 
retailer of fishing tackle. 


40% UNCOVERED 
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THE WELL DRESSED MAN 


will wear pants this year. 


The well informed advertiser will use St. 
Petr. newspapers for full coverage in 


TAMPA—ST. PETERSBURG 


Our new market folder will tell you why 
—ask for your copy. 


WORK BOTH SIDES OF THE STREET (BAY) 


« 
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IN TAMPA - ST. PETE. 
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One issue—one subject—one purpose: to bring to the leaders of U.S. business, 
government, labor— to Army, to Navy, to all the Services—to all the management 
men of America—an enlightened understanding of the nation that once we 
almost fatally misunderstood and underestimated. We won’t do that again. Hence 


the April issue of FORTUNE is solely devoted to the single subject: Japan. 
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Philip K. Wrigley, Advertiser 


Philip K. Wrigley, president of 
the William Wrigley Jr. Company, 
has resigned the presidency of the 
great company founded by his 
father, which he has headed suc- 
cessfully for a good many years. 
In announcing his resignation, he 
indicated that there have been 
some differences of opinion be- 
tween his associates and himself, 
and that he will continue as a 
director, representing his own and 
other stockholders’ interests in an 
active way. The announcement 
also suggested that he will con- 
tinue to supervise the company’s 
advertising. 

The Wrigley company is one of 
the outstanding advertising suc- 
cesses of the country. It is not 
too much to say that it was built 
with advertising, and that its con- 
tinued successful operation has 
been the result of advertising. 
Like Coca-Cola, Wrigley chewing 
gum has been kept before the 
public constantly through a wide 
variety of media. Consumers have 
never been permitted to forget the 
name or the product, and the tre- 
mendous sales which it has built 
up have represented constantly 
renewed evidence of the power of 
advertising to influence public 
thinking and public buying habits. 

Mr. Wrigley has carried on the 
advertising traditions established 
by his father without reservation 
of any kind. In fact, he is even 
more confirmed and enthusiastic in 
his belief in the power of adver- 
tising than was the elder Wrigley, 
if this were possible. He firmly 


Distribution 


Progressive Grocer has recently 
published a report indicating the 
gains in the volume of business 
recorded by independent grocers 
in 1943 as compared with the 
operations of chain stores, which 
during that period showed some 
losses in volume. The figures coin- 
cide closely with those previously 
published by such authorities as 
the A. C. Nielsen Company. 

The improved position of the 
independent grocer during the war 
period has emphasized the fact 
that distribution is something 
more than a mechanical operation, 
an. that it is a personal service 
which must be fitted to the needs 
of those for whom it is provided. 
The ability of the independent 
store to hold and increase its busi- 
ness under conditions calling for 
exceptional service to the con- 


believes that most business men 
suffer because of their lack of faith 
in advertising, and in not using it 
vigorously and consistently enough 
to accomplish the objectives which 
they have in mind. The capacity 
of advertising to influence the pub- 
lic is a subject about which he 
might be said to have radical ideas, 
in that he believes so emphatically 
that business can make _ even 
greater use of it than it has ever 
done up to tnis time. 

We would find it hard to believe 
that there have been any serious 
differences between Mr. Wrigley 
and his associates on the subject 
of advertising and how to use it. 
Because Wrigley as a business is 
a product of advertising, the pri- 
mary and continuing need of the 
company is a keen, brilliant adver- 
tising mind such as that of Philip 
K. Wrigley. It is a great advan- 
tage to the company and its stock- 
holders that he will continue to 
have a good deal to do with its 
advertising, but it would be a 
great loss to them if his aggressive 
ideas regarding advertising as a 
fundamental policy in the conduct 
of the business were not continued 
as a matter of practice. 

Philip K. Wrigley is a great 
advertiser, and as such has helped 
to write a great case history of 
advertising success. An industry 
such as the William Wrigley Jr. 
Company, into which advertising 
has breathed the breath of life, 
will always need management im- 
bued with his urgent spirit of ad- 
vertising enterprise. 
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sumer demonstrates that the re- 
tailers of the country have cour- 
age, intelligence and capacity for 
work far beyond what had been 
credited to them. 

Because retailing is one of the 
best examples of free enterprise at 
work, it is heartening to know that 
the hundreds of thousands of inde- 
pendent stores have more than 
held their own under the difficult 
conditions of wartime. Chain 
stores will continue to render a 
great service to many millions of 
consumers now and in the future, 
but it is a healthy situation to have 
vigorous competition among all 
types of retail distributors. Many 
manufacturers who had perhaps 
over-emphasized chain store mer- 
chandising in their own distribu- 
tion plans, no doubt will make 
their postwar marketing plans with 
this situation very much in mind. 
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"Well, whatdduya know—he IS out!" 


—Reproduced b 


special permission of The Saturday Evening Post, copy- 


right 1944 by The Curtis Publishing Company. 


Comics: Not Funny 


When Dick Feldon and Eric 
Singer gave a luncheon to a small 
group last week to celebrate com- 
pletion of their first year as repre- 
sentatives in the comic field, they 
treated their guests to an interest- 
ing exposition of the psychological 
development of the comics, told 
by Dr. W. M. Marston, well known 
psychologist and inventor of the 
“lie detector.” 

Dr. Marston reminded his lis- 
teners that “There is only one rule 
about comics: don’t laugh at them.” 
Prior to 1920, he said, comic strips 
like Mutt & Jeff and the Katzen- 
jammer Kids tried to be funny, 
but even then their humor was 
tied up with wish fulfillment. 
From these beginnings the strips 
moved into the pure adventure 
technique, with the fear element 
stressed and the hero getting into 
one deadly serape after another, 
while the reader followed his 
difficulties with heart in mouth. 
The introduction in the 30s of 
strips featuring supernatural 
powers, such as Superman, marked 
still another phase, Dr. Marston 
contended. Here fear is largely 
washed out, because the reader 
knows from the first that no real 
danger which cannot be surpassed 
confronts the hero, and the appeal 
goes back to wish fulfillment— 
being entirely superior to any sort 
of obstacle. 

From the psychological stand- 
point, Dr. Marston said, it is far 
better for children (and their par- 
ents) to know from the beginning 
that their hero will emerge trium- 
phant, no matter how, than it is 
for them to be torn by fears for 
his safety. 


Service Man’s Voice 


Nothing makes the conductor of 
this department happier than an 
opportunity to report that some 
one thinks some other department 
of AA is not as good as it might 
be. And this week your Ad-libber 
has the exquisite pleasure of pass- 
ing on some biting words just re- 
ceived from a G. I. Joe of the 
sailor variety with reference to 
the new “feature page” currently 
appearing weekly in this family 
journal. 

“I like your new feature page 
very much,” says this particular 
G. I. Joe. “The articles on mail 


order advertising are good, and 
the idea of thumbnail portraits of 
men doing unusual jobs in the 
field is a honey. Your letters to 
Joe, my friend, give me an acute 
nausea. In the first place, it’s the 
same old pap that is dished out in 
such quantities at conventions of 
the advertising associations. When- 
ever I read for the umpteenth time 
that ‘Advertising has finally come 
of age,’ I feel as if someone had 
rediscovered the Hydra of Her- 
cules. 

“What I feel most, I suppose, is 
that in my transition to being a 
G. I. Joe myself, I’ve revised 
sharply my ideas about what he 
reads and how he thinks. Frankly, 
if anyone ever sent me a letter 
like those of your column, he’d 
never get an answer. The letters 
seem to suffer from not being gen- 
uine letters to Joe, but rather 
letters to other equally roseate 
admen about what Joe should 
think or know. . Or do I bore 
you?” 

Not at all, Joe; not at all. What 
would you say to other Joes? 


Jottings 


Latest postwar competition to 
come to our attention is one being 
run by Wells Office Furniture 
Company of Chicago, which has 
invited dealers and their sales per- 
sonnel to submit ideas for new 
features in postwar office furni- 
ture and accessories. The com- 
pany is offering $500 in war bonds 
for the best answers... 

We’re annoyed at the advertis- 
ers who still include Paris and 
other foreign offices in their ad- 
vertising. Rosemarie candies, for 
example, tells New Yorker readers 
that they have offices at 140 Av. 
Victor Hugo and 1 Av. Georges V 
in Paris. How do they know they 
have? .. . Handsome is as . 

From New Guinea we learn 
that the famed Liberator bomb- 
ing group known as “The Jolly 
Rogers,” must evidently have an 
adman among its members. The 
group has erected panel posters 
advertising it as “The Best Damn 
Heavy Bomber Unit in the World.” 
.. “Three on a match,” long con- 
sidered by smokers to be unlucky, 
would be good luck during the 
current paper shortage, according 
to Business Week. “WPB has sug- 
gested that match manufacturers 
try to kill the superstition by ad- 
vertising,” the publication says. . . 


The following documents may 
be secured without charge from 
companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. 


No. 2313. How to.Set Up a Plan 
for Your Company’s Postwar 
Markets. 

This booklet has been issued by 
McGraw-Hill Publishing Company 
as a guide for manufacturers in 
planning their postwar programs. 
The material includes several au- 
thoritative methods of charting 
market potentials, with sources of 
information, and a check list of 
suggested subjects for a question- 
naire through which customers 
and prospects may contribute to 
the planning program. Worksheets 
and tables offer helps on selling 
plans, budgets, etc. 


No. 2314. 
Export. 
American Exporter has issued 
this booklet, which gives the an- 
swers to questions on the position 
of the U. S. in world trade, with 
particular attention given to the 
years following the first world 
war as a pattern for the period 
ahead. Latin America, countries 
of the British Empire and the Far 
East are analyzed, and the extent 
of German and Japanese prewar 
competition are discussed. 


The Facts of Life on 


No. 2315. Survey of 9,422 Key 
Shoppers in the New York 
City Market. 

Key shoppers, in this survey 
made by Fact Finders Associates 
for the New York Post, are de- 
partment store shoppers, and are 
covered in three groups—3,564 in- 
terviews among patrons of Fifth 
Ave. stores, 2,089 among Brook- 
lyn shoppers, and 3,768 interviews 
among 34th St. shoppers. The an- 
alysis tabulates comparative cov- 
erage of these active buyers by 
New York newspapers, showing 
age groups, coverage of men and 
women, by residence, store groups, 
and newspaper duplication. 


No. 2311. The Story of 13,000 
Personal Interviews. 

Station WCAU has issued this 
brochure, which contains the sec- 
ond annual report on station pref- 
erence among radio families in the 
Philadelphia market area, based 
on a survey made by The Pulse of 
New York, Inc. The 13,000 per- 
sonal interviews were made dur- 
ing a period of seven consecutive 
days. Ratings of programs are 
shown for Monday through Friday 
combined, for Saturday and for 
Sunday. 


No. 2312. Wood Pulp, a Basic 
American Industry. 

The United States Pulp Pro- 
ducers Association, of which Oliver 
M. Porter is executive director, 
has released this illustrated book- 
let, which tells the story of wood 
pulp — what it is, processes by 
which major grades are produced, 
and what its uses are and its im- 
portance in peace and in wartime. 


No. 2308. Grit Copy Testing Plan. 

Grit has issued this folder, 
which tells, with text and ex- 
amples of copy layouts, how the 
publication’s copy testing plan 
works. Two or four advertise- 
ments of the same size and shape 
can be tested in a single issue of 
the story section, the folder re- 
ports, and because Grit is a 
weekiy, the average advertiser 
secures approximately 75% of the 
complete returns within 10 days 
after issue. 
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... and paid to do it! 
At NBC, keeping a constant eye 


on the time isn’t an office weakness. 
Far from it! It’s an exacting job— 
a job to be done as conscientiously 
as any other, because in no other 
business is split-second accuracy 
more important. 

At NBC there are men who have the task 
of traveling from studio to studio, in and out 
of control rooms, faithfully making all the 


rounds, to look clocks in the face and check 
their behavior. 


Some might think that unnecessary because 
the hundreds of NBC clocks are electrically 
synchronized with a master-control system 


They all tune to the 


National Broadcasting Company = 


It’s a National Habit 


that does not vary more than one-third of a 
second a day. 


But the clock-watcher with his master 
timepiece is a double check against possible 
mechanical failure . . . just one more precau- 
tion in avoiding error . . . just another example 
of the attention NBC gives to the “little things” 
that make the big things possible. 


* * * 


The accomplishments that have earned NBC 
its recognition as America’s Number One 
Network are the sums of a multitude of small 
tasks that get great attention .. . small tasks 
which are combined with the efforts of the 
advertisers and agencies who use its services 
with the result that NBC is “the Network 
Most People Listen to Most.” 


America’s No. 1 Network 


ae 


A Service of Radio 
Corporation of America 
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Congress Asked 
fo Pass Contract 
Termination Law 


Quick Action on 
Problem Is Sought 
by Senate Group 


Washington, D. C., April 5.—A 
recommendation that Congress im- 
mediately enact a contract termi- 
nation law—without attempting to 
settle other reconversion problems 
of industry—will come up for ac- 
tion soon after the lawmakers end 
their Easter recess. 

The proposal was made by the 
Senate’s postwar planning commit- 
tee, headed by Sen. Walter F. 
George, who previously had team- 
ed up with Senator James E. Mur- 
ray to introduce a demobilization 
bill which would set up an Office 
of Demobilization with control not 
only over contract terminations but 
disposal of plants and property. 

The new measure would set up 
a director of contract settlement 
in the Office of War Mobilization, 
who would supervise termination 
of industry contracts with govern- 
ment agencies. This recommenda- 
tion will be sent to the Senate 
military affairs committee and con- 
sideration is expected to start soon 
after Congress reconvenes. 


Seeks Quick Action 


Controversy over other issues 
should not delay action on contract 
termination legislation, Sen. 
George maintained, terming this 
the most important question in- 
volved in the transition from war 
to peacetime production. 

The proposed director of con- 
tract settlement would establish 
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policies on contract termination; 
take over inventories of govern- 
ment material held by private 
contractors and move them into the 
hands of agencies appointed to dis- 
pose of them; and approve govern- 
ment financing for manufacturers 
whose contracts are terminated— 
either by advance payments or 
loans which are based upon the 
amounts the government owes 
them for goods produced. 


Hearings Start 


In hearings this week on two 
measures to implement the Baruch- 


Hancock report, before the Senate 
military affairs subcommittee on 
war contracts, Sen. George said 
that many of the difficulties of 
conversion from peace to war pro- 
duction could have been avoided 
if activities of war agencies had 
been coordinated from the start. 
Likewise, he said, “some central 
agency, to operate at the policy 
level, to work out and coordinate 
plans for transition to peace, is 
absolutely essential.” 

“Within the framework of gen- 
eral policies laid down by Con- 
gress,” he continued, “this agency 


should have full power to act in 
meeting changing situations. It 
should not be a debating society.” 

The subcommittee is considering 
the original George-Murray meas- 
ure as well as the proposal of Sen. 
Harley M. Kilgore, setting up a 
single office designed to replace the 
present Office of War Mobilization. 


Keller to Basford 


Frank L. Keller, formerly di- 
rector of advertising for the Har- 
vard Brewing Company, Lowell, 
Mass., has joined G. M. Basford 
Company, New York agency. 


hoa 


Advertising Age, April 10, 1944 
Named Basic Blue Outlet 


Station WINN, Louisville, Ky. 
has joined the Blue Network as a 
basic outlet, effective April 1. It 
had been a supplementary basic 
since 1940. 


Names Vladimir 


Maria Danica Laboratories Cor- 
poration, New York, maker of 
beauty preparations, has named 
Irwin Vladimir & Co., New York, 
to handle its advertising. Maga- 
zines, newspapers and business 
papers will be used. 


thanks to 
Better Homes & 


In home decoration, as in other phases 0! 
home living, Better Homes & Gardens 
receives the plaudits of millions of Amer- 
ica’s families who have found guidance 1° 
adjusting family life to wartime living. 
In everything that affects home living 
today ... meal planning, home mainte: 


ge a 


¢( 


= meat £1 SU LP i 6 ie ae oy i cet nt c : aT hy ene hie RPG 2 ia a as eee * eee os ie = : i 
ee Sk ene A ne ape "a ee ng me eat : sae Hee, « fl gas =e a ee a Es ake a me ‘ade a , 
a ee - ee ee RSS Pj one re pg pc Re cra rel fai lg ae ae) oe pity eee pe . ae _ ae = pi Be Lig ene A ante |e eas 
ee ire ieee. ae By re? aa 3 eae ie, Vee a 8 eae ba gs SOO ok eae a ee. a oe = ark. ; or 3 = ee —— ae : 2 she ee 
oe aa = zi ie Bs : : : n . ° . an Ree 
>. ; apertts 
| | | ee Groc 
a 7 . ] 
‘ Tie 
; | New 
Z : , 
. —_—__ Minne 
a FO answer 
peting f 
; : cart paper 5] 
Pe > grams ' 
; Kaufma 
Z ager of 
: es | } The 
eS } News P 
oa LLL % 
R a a 
‘ 7 
3 
; | s 
| | . a 
- 5B : J ; si he , oe Sis ic i RS AOS i Bt a ea a Hi i Rac amine i se ata paced PRB is - sashes pie ORE a i ss ie 2 a P F 
a ee “4 “Ye " me ala i ee BY gs as io — ee a Z es -. a S ag : he : : es e = 4 * 
eee -é . 7. oh % i ER Tact lia Sige ER Lie “ 3 
an a rien 
t . D8 — ie 4 \ Bae ei ad ee sie afntt iets tongs atstianiaine tt ate let iette inn is mcrae wargangpun a 8 
? fe hy 3 x a 4 es / f a ae = Sank ay sb on Ee i : Pony ee ae sg 1 bas Pte Te se ae C8 aa a 
i. = - on aman ee ae ae Ree te: ae 
: é ~ fi a ie te es ek tf Cel iy a | | ee . q 
cy pane :, a ss ae : ‘ ; : ne : oe j aoe gone S 
" ™_ z. ' “a j ot P z ile wie ih Ane " ey j ; “Fy 
— a : Me es ll 5 ne 
es , My ee: : ‘he : Ee -s <— a ee Be OO ee 
a 4 fan — es a 4 : i ill ee 2 OTs 
af ¥ ing “7 “= ; # - P £ Pe be : 4 
4 bi ; aN r » a rt &é. » > oe S a s a sii ail a ee - 
a '% a oe * as ee j oe # : aes ee ag role 
a \ae. & te” Ea | 
; a 4 =f ’ a i . i ce e : 
a 7 : a " ‘ aig : rd ZZ ne, ee i ‘ 
wai figs we SE ’ 2 . ‘3 ; a 
ic 4 P “i "i git ‘ , ee 7 “My or ‘ 2 the. tis a : , 
4 Pal , : ‘~ Ei = ” = a: ae. ~_ _ e cine , . ¥ 
a m™ ies. % 
: Lia [+ & = aa” S 3 Cle " yw. 4 44 
ag Oe ae Br ra a > : ie, bY a . ies a Ee ae a ae A i 
me a ie tre ee i: TaN : ‘ ine La ht og “<i 
oes bas a = T im * : toa > “q - F ra . ; ” wl 
aoa : ; : a te i me | — ¢ 4 ; . a ¥ yong cad 5 ? rte oe 
; 2 : Siok at ag ~@ aa 4 a ie : . ™ e a . > ray we Pes , 
& . FS ie aie — e - r A ° 4 a Pos? } 4 
= so .. ai ae Yd —— 
7 ’ ¢ i eae , re SF aii a e at a : - - : 
i H,. = a : a," eee a * , as i; ss — " , an P % = * 4 . + os : sf t # wn 
: = o a z “ aa ei * Ke rae x a is ~ > = . = si satis ne ae * > . _ re. fj 
4 » a ar gees “i 8 ae * . ’ 5 fil q ; i 4 * 
aa af a i a ei glo aees ‘ a = % - 3 . ‘ & > a Se * 
oe Mi | 2 ee ; “f* , _ 7 | 1a <é a 7 ] 
a . Me f ee ee ee” ae po . a ‘ é a ¥ A * on & Me ae: , o4 “-_, 
ee 49 y [pee i A oe a ae - ee 4 d ; : , Oe, rk i 
em ; a -. y ~~ = , J is b ore - eee, el 
xr ™ f ” i a. 4 © tax r _ . 
Fa “ar a he is iil . Mi : e . tT. > % . t 
a ate ae 2 hn | Sae 
ee 5 ee A ES - = id 
mee " a. SE ¢ a. ™ oil aay iy 
ie a. ee ee FF i : - OF ty aes “— ‘ P .. 
‘aan | _ ae oe } s ee : a : 2 
_ is e a, We : . oe a 
ok, | " x om . Ns é e Po" ee: te 
Pag : , 5 : e dé . a“ 2 a ay = - 3 
—— e > > J. : be . 
‘ ‘ iD: uf ‘ : 7 a at . 
ae “i. P we ra ‘ Sa f J r 
f 4 4 ry we ‘A — vey ; vail ..- 
fon ’ 2 ry oe . a E Re 
2 f a Z Peay oral ft. see oe + a = A : ‘ 
Pe : . se ¥ cs « . ¥ pe - 
~ sed en 4 gs an eo 4 a” a > 4 : A * * ; m 
| - x 3 se «a wer: 2 
7 L we SNe 3/2 
— ' sal — oe ez wel 
5 : ’ Pee ea s 4 Ss ie 
pos — = a OE ev Y qr 
ae i Faia ~< cai i> j a 
aa oe ale a Fe ee ee <. ia? i * { 
mea ——— el st ee al a Pe + 
i Bk a a. .: | ° ] 
oa + ‘ ‘a 2 a Re ance, 
; ‘ : ey 
P - Pa Ze Bid are, | 
Pe ee se — o ai des ee 
_ —........— ae + rae utho 
- | 
Lt eee al =. Ea . kee Wy by = ? 
Pg, Mae: ; a owt 4 ic ae fe tA wites te reweny FaaS a va be si a : > ie : 
¥ fe 2 - oe on 4 i wT 4 % 4 re get ea. * i hs - 4 


O DTt i 


Faveriising Age, 


| Grocer Handbills 


Tie In with ‘WCCO 
News Parade’ 


Minneapolis, April 4. — One 
answer to the problem of com- 
peting for steadily-curtailed news- 
paper space to promote radio pro- 

ams was offered today by Sam 
Kaufman, sales promotion man- 
ager of WwCco. - 

The new project, the “WCCO 
News Parade,” burst on Mr. Kauf- 


man when he noted one day that 
the reverse side of a grocer’s hand- 
bill was blank and wondered why 
the white space couldn’t carry 
radio copy. A conference with 
A. E. Joscelyn, WCCO manager, 
resulted in a : o— light and Mr. 
Kaufman made up a one-page 
sheet of CBS mats and news 
stories, with the lead article a 
reprint of an annual radio editors’ 


ll. 

Mats of the eight-column, news- 
paper-size page were furnished to 
the grocery chain at a cost of $65. 
Casting costs are paid by the gro- 


cers. The plan works only with 
handbills printed on a rotary press 
and the extra cost to the grocer 
for printing the “WCCO News 
Parade” is the extra run. Grocers 
handle distribution. 

While the first edition of 21,000 
was read by an estimated audience 
of 65,000, the second edition had 
a press run of 31,000, with a prob- 
able readership of 100,000. The 
grocery chain that tried the idea 
first has 50 stores in the Twin 
Cities, as has a second chain. A 
third chain wants exclusive mate- 


“Ours is a home we want 


to come home to... thanks 


to better Homes & Gardens!” 


“ QO” home is comfortable and homey. Not pretentious. 


Just a place where we and our children like to be... 


a place in which we like to entertain friends. In these 


unsettled times, we believe that kind of home is pretty 


Care 


Homes and Gardens.” 


ance, gardening, home furnishing, child 


~» fanning and preserving —Better 
: omes & Gardens, with its far-sighted 
‘iting, is welcomed as the practical 
a Ority. No wonder its reader inten- 
‘Y has increased 24%! Meredith Pub- 


hing Company, Des Moines 3, Iowa. a4 


important. With the good help of Better Homes & Gardens, 
we're keeping it that way. We’ve learned how to use what 
curtains, paints, and other furnishings are available now. 
We've learned how to make what we have do. We've 


learned how to do the work ourselves—thanks to Better 


Better Homes & Gardens 


America’s Family-Service Home Magazine 


rial and WCCO is considering a 
separate makeup for it. 

Mr. Kaufman, pointing out that 
newspapers now carry little radio 
except program listings, estimated 
the first year’s cost for the “News 
Parade” at about $5,000, or about 
$2 per 1,000 handbills. WCCO 
salesmen grabbed the idea for 
direct tie-ins with local accounts. 
Grocers are enthusiastic because 
the WCCO copy often ties in with 
a product they are advertising on 
the front of the throwaway. 


Marshall Advanced 


Thomas J. Marshall, in the sales 
department of the Federal-Mogul 
Corporation, Detroit, maker of 
sleeve bearings, bushings and sim- 
ilar precision parts, for the past 
14 years, has been named advertis- 
ing manager of the company’s 
equipment division. 


Holmes Joins Leigh; 
Stockwell Promoted 


Walter R. Holmes has resigned 
from New York Subways Adver- 
tising to join Douglas Leigh Poster 
Advertising, New York, as direc- 
tor of sales. A. H. Stockwell, who 
has been with Leigh for the past 
year, has been appointed general 
manager. Mr. Leigh, creator of 
spectacular lighted advertising dis- 
plays which became a wartime 
casualty, accepted a commission 
in the Navy last year. 


Kean in New Post 


Andrew H. Kean, formerly sales 
manager of the Bridgeport Safety 
Emery Wheel Company, Bridge- 
port, Conn., has been named gen- 
eral manager of the Edward Lynch 
Machinery Company, Ardmore, 
Pa. 
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When You Think of 
NEW ORLEANS 


Think of 


HIGGINS BOATS 


IN NEW ORLEANS 


NEW ORLEANS; 


WWL—LAND 


WWL Dominates the NEW Deep South— 
Headed for PERMANENT Prosperity 


INC. 
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Expand Drive for 


Jergens Twin Makeup 

After a successful test campaign 
introducing Jergens Twin Makeup 
in two Ohio markets last year, the 
Andrew Jergens Company, Cin- 
cinnati, O., has expanded the drive 
to the use of full-page, full-color 
ads in This Week Magazine and 
half-page ads in Puck—the Comic 
Weekly. 

Copy features the product as a 
$2 value for $1, and mentions 
“try-it” sizes at 10 cents and 25 
cents. The campaign is scheduled 
to run through 1944. Lennen & 
Mitchell, New York, handles the 
account. 


BOOKLET MAILED 


MXECUTIVES ON REQUES 


Johnson Ad Series 
Points to Postwar 
Uses for Waxes 


(Picture on Page 71) 

Racine, Wis., April 5.—Pointing 
to vastly expanded uses for wax 
in industry in the postwar years, 
S. C. Johnson & Son, maker of 
Johnson’s wax, Glo-Coat floor 
polish and other products, has 
launched a new institutional cam- 
paign in U. S. and Canadian maga- 
zines and newspapers. 

The series will include four ad- 
vertisements this spring, with 
four-color pages and 1,000-line 
rotogravure and black and white 
messages, in Business Week, the 
Metropolitan Group, The New 
Yorker, Parade, The Saturday 
Evening Post and more than a 
score of magazine and rotogravure 
sections of independent Sunday 


Canadian Home Journal, Maclean’s 
Magazine and selected metropoli- 
tan newspapers. 

“What has war taught. us that 
women already knew so well?” 
the manufacturer asks in the in- 
itial advertisement, explaining that 
housewives have long known 
about the “protecting hand of 
wax” in conserving floors, furni- 
ture and woodwork. 


‘Surprising Usefulness’ 


“But only during this war has 
industry really discovered what 
these women of America have 
known for so long,” the copy con- 
tinues. “And today this humble 
product, wax, has found surpris- 
ing usefulness in the protection of 
metal, wood, leather and rubber. 
Bayonets and shell cases and air- 
plane surfaces — parts of ships, 
planes and cars—even the fabric 
of uniforms, tents, webbing—these 
and many more have been given 
protection against wear, against 
the elements, against moisture and 
corrosion—with special wax fin- 
ishes made by the makers of John- 
son’s wax.” 

After the war, the ad continues, 


REPRESENTATIVES: ALLEN-KLAPP CO. 


newspapers. The same series is| “will come a thousand new uses 
scheduled to appear in Canada in! for these waxes in industry.” Re- 
' 
LARGEST MARKET 
x 
we 


.A Great 
PRODUCTION 


in peacetime, wartime, peacetime 


@ Factory workers in Fort Wayne are not disturbed 
about the future. In peacetime they built a wide 
diversity of the basic commodities. When war came, 
shipments of the same products were merely con- 
signed to another customer—to meet military needs. 
And after the war is over—well, the things that Fort 
Wayne makes will merely be re-routed again to 
civilian consumers. Specifically, radios, refrigerators, 
oil burners—and a hundred other things that add to 
better living will be very, very much in demand. 
The managements at Fort Wayne's 175 factories 
are not loosing a wink of sleep about postwar orders. 
Nor are the factory workers employed by them. 


CENTER... 


* 


The News-Sentinel is delivered every afternoon, six days 
a week, by carrier to 97.8% of all homes in Fort Wayne. 


* 


‘The News- Sentinel 


Fort Wayne's “Goad Luening” 
a" WAYNE, INDIAN 


* NEW YORK—CHICAGO-DETROIT 
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search, production, maintenance 
and new-product executives are 
invited by Johnson to write for an 
important series of brochures, 
“Wax in the World of Tomorrow.” 

Making it clear that these new 
wax finishes will have to wait 
until peace comes, the message 
adds that in the meantime John- 
son will devote its full efforts to 
speeding war production and to 
war bond purchases. 


Panel Suggests Products 


A panel at the bottom of the 
copy, to be repeated in the entire 
series, depicts the postwar prod- 
ucts to come, including special 
waxes for metals; wax coatings 
for paper, leather and rubber; wax 
for airplanes, trains and busses; 
Johnson’s Drax, a water-repellent 
and stain-resistant wax now being 
used for uniforms, tents and other 
equipment; and wax-fortified 
points for product finishes, indus- 
try and institutions. 

The company, although it can 
by no means meet the current 
consumer demand for its wax, 
Glo-Coat and other main products, 
still is managing to supply the 
consumer trade with a portion of 
its needs. The institutional series 
is intended to maintain Johnson’s 
hold on this established market 
as well as point to postwar uses 
of the war products it plans to 
make. 

In addition to its consumer 
schedule, Johnson is maintaining 
its advertising in trade publica- 
tions and recently renewed “Fib- 
ber McGee and Molly,” top-rated 
program broadcast Tuesday nights 
over the full NBC network, which 
this week started another year 
under a full 52-week contract. 

Needham, Louis & Brorby, Chi- 
cago, is the agency in charge. 


Rawley Opens Campaign 

The Rawley Company, New Ro- 
chelle, N. Y., maker and recondi- 
tioner of athletic equipment, has 
launched an advertising campaign, 
using trade publications and direct 
mail. The Kotula Company, New 
York, is the agency. 


Advertising Age, April 10 
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WOR Now Selling 
Records Under 
‘Feature’ Label © 


New York, April 6—WOR Re. 
cording Studios this week made its 
formal entry into the phonograph 
record field and has started pro- 
duction and marketing of records 
under its own Feature label, with 
records retailing at 50 cents each, 

A subsidiary organization has 
been formed under the name 
of Feature Records, headed by 
Thomas M. Kelleher, director of 
WOR recording division; Nat 
Abramson, manager of WOR en- 
tertainment department, who has 
been named production manager 
of the new phonograph record 
operation, and Bert Schmidt, who 
will assist Mr. Kelleher. 

According to the company, 
WOR’s recording studios have 


Shee 


! 


been widely used by a large num- — 


ber of independent record compa- 
nies and plans are now in the 
process of determination as to 
what course it will pursue now 
that it has become an independent 
producer of records itself. How- 
ever, at least two phonograph re- 
cordings per month will be made 
in the immediate future. 


Gill, Four Others 
Join MacLaren Agency 


E. P. Gill, formerly with Cock- 
field Brown & Co., has joined the 
MacLaren Advertising Company, 
Toronto, as account executive. 
Named to the agency’s creative 
staff were G. F. Maccabe, formerly 
with the Robert Simpson Com- 
pany; J. S. Feggans, formerly of 
the News-Chronicle, Port Arthur, 
Ont., and Miss E. M. McAteer, for- 
merly with Lever Brothers Ltd. 

Hugh Horler of the agency’s 
Winnipeg office has been trans- 
ferred to the radio department in 
Toronto. Robert E. Jefferson, for- 
merly with the Winnipeg Free 
Press, has joined the MacLaren’s 
Winnipeg office as assistant ac- 
count executive. 


For a Receptive Market 
with a Great Post-War Future 
PEORIAREA 


i Very Important to you! 
VITAL IN WAR 


Peoria, center of heavy 
earth-moving equipment 
manufacture, has been 
called the ‘‘most import- 
ant city in the world to 
the U. S. Engineer’s 
Corps’”’. 


VITAL IN PEACE 


There will be little re- 
conversion for Peoria in- 
dustries when peace 
comes. The same equip- 
ment that leads our fight- 
ing-men now, will rebuild 
a battle-scarred world. 


WMBD 


not only covers the local 
market; but the whole of 
Peoriarea. Over 600,000 
people with above-the- 
average incomes make a 
rich market for now and 
later. 


Send for 
i p 
ects 


Brochure — 
all about 
— 


en 
Peoriarea. 


PEOHM 


FREE AND PETERS 


~ PEORIA BROADCASTING CO. 


Armed pose with armored ‘Caterpillar’ 
tractor. Munda Air Field, New Georgia Is. 


Signal Corps photo of Peoria-built tractor 


coming ashore in the Aleutian Islands. 


“Caterpillar” tractor and crane erecting radio 


aerial in Iceland. Signal Corp photo. 


National Representatives 


Peorie, Illinois 
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The Big Question Your 


Part and parcel of the Baruch-Hancock Report is 
the fact that failure to prepare now for peace—in 
time of war—may prove as disastrous as failure to 
prepare for war in time of peace! 


The Crux of the Problem: 


50 billions of dollars annually are going now into 
things we’ll stop making when peace comes. 


There’s no question about our ability to make 
an amount of peacetime goods close to that sum. 
But advertising must face the challenge of selling 
it. Advertising is the only selling force in the world 
big enough, powerful enough, cheap enough to 
make enough customers—to make enough jobs. 


But let’s be reasonable. Is it practical—possible 
to think of markets for peacetime goods that size? 
We think so. Here’s why: 


Under war, the bulk of the nation—the Wage 
Earners—have become the principal consumers of 
most goods. Yet, this has been no “‘silk-shirt”’ 
prosperity for them. One quarter of their earnings 
has gone into savings. And these hungry dollars 
represent the nation’s biggest backlog of war 
savings—which, it is estimated, will total more 
than 135 billion dollars by war’s end. 


In a nutshell —if your advertising can keep this 
biggest market buying—vou keep it working. Keep 
it working—and you keep breadlines, relief, regi- 
mentation in the bygone shades of history. 


New Faces 


But industry must face the fact that these Wage 
Earners are, for a large part, newcomers to brand 
names. To keep them buying on this new scale, 
your advertising needs a warm-hearted introduc- 
tion —a place at the family table — where selling 
takes on the believeability and authority of good 
words from a good friend. 


Becoming such a friend of Wage Earner millions 
has been no simple job for the editors of Macfadden 
Publications. How they searched out—and found— 
a way to the heart of this vast market is one of 
the major publishing “‘scoops”’ of the last 25 years. 


Through what has come to be called ‘“‘the com- 
mon touch’”’ they discovered the art of seeing the 
Wage Earner’s problems in the language he and 
she spoke, with the realities he and she believed in. 


What happened is read into the record in two 
unmistakable ways. First, the records of one of 
America’s leading research organizations reveal — 


Advertisin 


g Must Answer 


in check after check—the advertising pages of 
Macfadden magazines to be better read, than 
the same pages in other magazines. Further, the 
Macfadden Company sel/s more magazines, issue 
by issue, on the nation’s newsstands, than does 
any other publisher of adult magazines. 


The Obligations of Leadership 


Macfadden Publications have become the meeting 
place for the Common Man in America...a great 
advantage—with great obligations. Realizing this, 
the Macfadden Company pledges: 


To furnish to Industry a means of com- 
munication with Wage Earning America 
through magazines which enjoy reader con- 
fidence, loyalty, and respect. To maintain 
our service to Industry as the most authorita- 
tive private source of knowledge and under- 
standing of these people—upon whom Industry 
—and, indeed, our entire economic system 
as we presently know it—must depend. 


“‘The Common Man, well-informed, working 
with good will, is the greatest force in pro- 
ducing the world we want.” 


MACFADDEN PUBLICATIONS, INC. 


TRUE STORY - THE MACFADDEN WOMEN’S GROUP 


Reaching one-half the Wage Earner Magazine reading families 


- THE MACFADDEN MEN’S GROUP 
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Esso Ads Stress 
Car Conservation 
in Spring Drive 


New York, April 4.—An inten- 
sive spring drive focused on car 
conservation has been launched by 
Esso Marketers, division of Stand- 
ard Oil Company of New Jersey, 
in 712 newspapers in 600 cities 
throughout the eastern section of 
the country. “Let your Esso dealer 
do it; Esso care saves wear,” is 
the underlying theme of the ads. 

The drive, which is scheduled to 
run for 20 weeks, features two 
816-line ‘insertions followed by 
eight 532-line ads at weekly inter- 
vals. In addition, large-size post- 
ers have been sent to the 24,000 
Esso dealers and the theme will 
be used on the “Esso Reporter” 


é 


show four times daily and twice 
on Sundays over 38 stations. 

Typical of the ads used is one 
captioned, “Got your postwar car 
picked out yet?—Mister, you're 
probably driving it right now,” the 
idea being to remind car owners 
that postwar auto production is 
still a long way off. McCann- 
Erickson, New York, handles Esso 
publication advertising. Marschalk 
& Pratt, New York, is in charge 
of radio. 


Ads Ease Potato Glut 


A statewide advertising cam- 
paign during Michigan Potato 
Week, designed to reduce an 
8,000,000-bushel surplus of Michi- 
gan-grown potatoes, has jumped 
potato sales approximately 30%, 
according to Clarence Bolander, 
deputy state commissioner of agri- 
culture. 


Wm. McGregor Parker, sales 
promotion and publicity director 
of WBT, Charlotte, N. C., has been 
inducted into the Army. 

Paul J. Mandabach Jr. has re- 
ceived his B.A. degree at North- 
western University and has been 
commissioned an ensign with the 
Navy. He has been associated 
with his father in Root-Mandabach 
Advertising Agency, Chicago. 

Steve Heiser, photographer with 
the Chicago studios of Kling & As- 
sociates for the past six years, will 
soon report for duty with the 
Navy. 

Walter Zarht, in charge of com- 
mercial accounts for WOAI and 


immediate past president of the 
San Antonio Advertising Club, and 
Joseph Musgrave, public relations 
manager of the San Antonio 
Chamber of Commerce, have re- 
signed to join the Navy. 

George W. Cobb, former adver- 
tising director of the American 
Can Company, has been appointed 
a major with the Army. He is 
stationed in the South Pacific. 

Harold F. Greenberg, with the 
advertising staff of the Worcester 
Telegram - Gazette, has joined the 
Army. 

Cliff Lubkert, transcription pro- 
ducer in the radio department of 
McCann-Erickson, New York, has 
been inducted into the Army. He 
has been with the agency 10 years. 
Johnny Wilson, assistant director 
at CBS, has joined the agency, 
succeeding Mr. Lubkert. 


Edward J. Elsman, formerly with 


When You 


Think Of 


1943 BOX SCORE 
Comparative / Hour Ratings 
12, Noon to 6 P.M. . 


LEADS 


435 Mq Hrs. 


WAAT 


TRAILS 


360 Vy Hrs. 


50,000 
WATTERS 
COMBINED 


TIED 


69 Va Hrs. 


LEADS 


893 1, Hrs. 


FOUR 


LEADING — 


TRAILS 


207 "q Hrs. 


INDEPENDENTS 
COMBINED — 


TIED 


52 "q Hrs. 


study. 
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SMART B 


of % hour ratings from 12 
ENTIRE YEAR OF 1943! 


This fecapitulation iaefrom the édfitinuous survey conducted in 

North Jersey-by “The Pulse of New York” (cooperatively paid 

for by ALL major stations in this area), covering an impartial’ 
Noon «to 6 P.M. for THE 


MERICA’S 4° LARGEST MARKET 


You MUST Think 
Of W 


AAT! 


Yes—these figures speak for themselves! They’re the hard cold 
facts conclusively proving that dollar-for-dollar WAAT is 
New Jersey’s best radio buy—that it must be considered for 
any schedule that aims at REAL coverage of this vast market." 
If you’d like to see the COMPLETE survey~—with all the 
convincing facts and figures—write or phone today! 


BEST 


National Representatives (Outside New York Area) Spot Sales, Inc. 


“DOLLAR FOR DOLLAR 
NEW JERSEY’S 


RADIO BUY” 


*Do you realize this market contains over 34% mil- 
lion people; more than these 14 cities combined: — 
Kansas City, Indianapolis, Rochester, Denver, Atlanta, 
Dallas, Toledo, Omaha, Syracuse, Richmond, 
Hartford, Des Moines, Spokane, Fort Wayne. 
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the Foster Advertising Company, 
Newark, N. J., is now a yeoman in 
the Navy public relations office ip 
Albany, N. Y. 


Carl Anderson, classified adver. 7 


tising manager of the Chattanooga 
Publishing Company, Chattancoga, 
Tenn., has been called for service 
in the Navy. 

Gilbert Simon, sales promotion 
and public relations director of 


Station WKBN, Youngstown, 0, 4 
will report next week for Army — 


service at Fort Benjamin Harri- 
son, Ind. 

Winthrop Hoyt, former president 
of Charles W. Hoyt Company, New 
York, now on leave with the Army, 
has been pro- 
moted to the 
rank of major. 
Maj. Hoyt, who 
entered the 
service in April, 
1942, is intelli- 
gence officer of 
a heavy bom- 
bardment group 
of the Army air 


forces, and will waa 
shortly be as- 

signed to over- Winthrop H 
seas duty. a 


Melvin P. Hawkins, on the ad- 
vertising staff of the Herald and 
Sun, Durham, N. C., has been in- 
ducted into the Navy and is now 
in training as apprentice seaman 
at the naval training station, 
Bainbridge, Md. 

Walter Bonney, public relations 
director of Bell Aircraft Corpora- 
tion, Buffalo, has been inducted 
into the Army. 

James F. Smith, advertising 
manager of Brown Thompson’s, 
Hartford, Conn., and formerly in 
charge of merchandising and ad- 
vertising of Filene’s, Boston, left 
March 31 for the Army. 

John L. Carson, with the public 
relations department of N. W. 
Ayer & Son, has joined the Navy 
as a lieutenant (jg) in the am- 
phibious command. He has re- 
ported to Ft. Schuyler, N. Y., for 
two months’ indoctrination before 
taking up his new duties. He 
joined Ayer in 1936 and was man- 
ager of the agency’s public rela- 
tions office in Bermuda until 1938. 

Theodore W. Hermann, of Fuller 
& Smith & Ross, New York, has 
entered the Marine Corps. 

Joseph G. Jowaisas, art director 
of Joseph Katz Company, New 
York, has been inducted into the 
armed services. He has been suc- 
ceeded by Paul Roman, previously 
head of his own New York art 
service and more recently art 


director of Addison Vars, Inc., 
Buffalo. 
Herbert Kaufman, advertising 


manager, General Printing Ink 
Corporation, New York, has joined 
the Navy as a lieutenant (jg). 


Reduces Trim Size 

Crowell-Collier Publishing Com- 
pany, New York, will reduce the 
trim size for Collier’s beginning 
with the July 1 issue, and Wo- 
man’s Home Companion in the 
August issue, from 10% x 13% 
inches to 105, x 13% inches. The 
reduction will affect bleed units 
only. The sizes for standard units 
remain unchanged. 
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The machine thet 
wraps the loaf of 
bread you carry home 
was probably made in 
Battle Creek. A greet 
ae | bread - wrapping 
machines are made 
here. 
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Wylie, Windrum Join 
Fawcett Publications 

Porter Wylie, formerly with Mc- 
Graw-Hill publications and Amer- 
ican Legion Monthly, has joined 
Fawcett Publications, New York, 
as advertising manager for Life 
Story. John Windrum has been 
named production manager for the 
company. 

Edward S. Townsend Company, 
Los Angeles and San Francisco, 
has been named western advertis- 
ing representative for all Fawcett 
publications. 


a vst he 


Names Helen Orne 


Helen Orne, formerly associate 
editor of “Bag Gas,” monthly 
house organ published by the 
Celotex Corporation, Chicago, for 
employes in service, has been 
named editor of the publication. 


Byers Joins BBDO 


Hale Byers has resigned as 
newscaster on Station WCCO, 
Minneapolis, to become radio di- 
rector of Batten, Barton, Durstine 
& Osborn, Minneapolis. 


Miller Heads New Co. 


John W. Miller has resigned as 
vice-president in charge of retail 
stores for Spiegel, Inc., Chicago, 
to assume the presidency of Miller 
& Associates, 221 N. LaSalle St., 
Chicago. The new organization 
will act as sales representative 
and merchandising specialist for a 
group of factories making prod- 
ucts primarily for chain store dis- 
tribution. Other services will in- 
clude industrial designing, product 
development, market research and 
war contract renegotiation. 


‘Commandments 
of Copywriting’ 
Listed by McKee 


Dayton, O., April 6.—As a guide 
to young copy cadets—and not for 
seasoned admen who already know 
their way around—‘“Ten Com- 
mandments of Copywriting” were 
suggested tonight by Homer Mc- 
Kee, vice-president of Roche, Wil- 
liaams & Cunnyngham, Chicago 
agency. 
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CONSOLIDATED CoaZed/ PAPERS 
AT UNCOATED PAPER PRICES 


Paper cannot be compared to ships in its impor- 
tance to the war. Yet Consolidated’s pioneering 
development of 1935... which made possible the 
sale of coated paper at uncoated paper prices... 
materially assists our war economy. 


The drives for saving paper and pulp prove the impor- 
tance of these materials in protecting war supplies, in the 
manufacture of explosives, for conveying vital orders and 
keeping war records ... and, equally important, as media 
for picturing for us at home what is happening overseas. 


Those who must remain at home may also be with our 
men and women on far-flung fronts. This is possible 


ei 


MAIN OFFICES 
WISCONSIN RAPIDS, WISCONSIN 


WATER POWER 


because photographs of actual war operations fill the 
pages of America’s magazines. To reproduce such photo- 
graphs with utmost realism publishers use coated paper. 


Because it is produced faster and in a more economical 
way the manufacture of Consolidated Coated Paper 
requires a minimum of man-power, machine-hours and 
critical materials. The relatively high 


opacity and bulk of Consolidated 
Papers make possible the use of 
lighter weights without materially 
lessening the printed appearance of 
magazines or brochures . . . a further 


help in conserving paper. 


& PAPER COMPANY 


Four Modern Mills... All in Wisconsin 
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135 SO. LA GALLE ST., CHICAGO 3 
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advertising in Dayton back in 191] 
and ’12, told the Dayton Advertis- 
ing Club that the basic rules he 
has listed must be observed by 
copywriters, even though there is 
still plenty of room for what he 
terms the “spirit of intellectual 
adventure.” 

The ten commandments, he said 
are: 

“(1) Know what you're talking 
about; 

*“(2) Don’t try to sell manure- 
spreaders, with a Harvard accent; 

“(3) If a kid can’t understand 
it, it’s no good—fuss with it ‘til 
a kid can understand it; 

“(4) It isn’t enough to be truth- 
ful—you’ve got to be plausible; 

“(5) See everything through the 
eyes of the customer; 

“(6) Your competitor’s a smart 
guy—respect him; 

“(7) Write as you talk—good 
copy isn’t read, it’s listened to; 

(8) Unless it’s just got to go in 
—leave it out; 

“(9) Try to be more interesting 
than the editorial writers with 
whom you compete for reader at- 
tention; 

“(10) When you get through— 
quit!” 

Technique Little Changed 


In many ways, said Mr. McKee, 
“we are still following in the foot- 
steps of the first wobbly-footed 
copywriter who ever put pencil to 
paper. With the result that prac- 
tically every advertisement con- 
sists of: an eye-stopper illustra- 
tion; a blam head; a flock of 
adjectives, split infinitives and 
dangling participles; a final evan- 
gelical ‘For heaven’s sake, do it 
now!’—the whole thing landing at 
the bottom with a thud, on a 
cement logotype, that you’ve got 
to put in to get the client’s O. K.” 

Even so, he added, it is wise to 
stick to the technique “that we 
know sells merchandise.” 
Expanding on his list of rules, 
Mr. McKee warned his listeners 
that learning the product is “the 
greasy drudgery of this business” 
but “we’ve got to go through with 
it—or else.” 

“It means digging through dusty 
files,” he said. ‘“Humping up in a 
library for days, maybe. Making 
ourselves obnoxious to the engi- 
neers, or the chemists. Getting 
doors slammed in our faces, by 
irate housewives. Getting our- 
selves hated! 

“But they’d hate us a lot worse, 
if the thing didn’t sell. It would 
be swell if we could delegate this 
getting-ready-to-start-to-begin-to- 
commence to somebody else—but 
we can’t—any more than we can 
let the caddy hole out our putts. 
Before we build, we’ve got to ex- 
cavate to bedrock—and we, our- 
selves, have got to do the dig- 
ging. 


A W Agency Moves 

A W Advertising, Inc., New 
York, has moved to 17 E. 53rd St. 
ra areas number is Eldorado 


& 
A Sweet Spot for an 


ART DIRECTOR 


We are still splitting at the 
seams, and, this time, it’s an 
Associate Art Director we want. 


A man who is sudden with 
ideas and sure in his interpreta- 
tion of them to outside artists; 
a chap who is more limber than 
lumber; who knows his way 
around, both creatively and as 
an executive; who can spread 
his wings without ruffling a 
feather; who will not have to 
think about another job, pro- 
vided he has the stuff. Please 
tell us all in a letter, and in 
confidence. Or tip-off someone 
you know who is strictly top- 
drawer in ability and experience. 


GRAY & ROGERS 


Advertising 
12 South Twelfth St., Philadelphia 7, Pa 


Mr. McKee, who got his start in | 
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e There are more than 200,000 
people in the metropolitan dis- 
trict of Sacramento. In a recent 
survey, a leading market research 
organization found 89% of them 
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THE SACRAMENTO BEE... 
Read by 89% of the People of Greater Sacramento 
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read The Sacramento Bee... 62% 
of them exclusively. Throughout 
the 14 counties comprising the 
ABC trading area, the coverage 


of The Bee is 51%. 
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Wage Earners 


Expect Postwar 
‘Miracle’ Car 


New York, April 5.—Varied ex- 
pectations of 1,766 wage earner 
families who participated in the 
February and March Wage Earner 
Forum conducted by Macfadden 
Publications present a rather gro- 
tesque picture of what the post- 
war automobile may look like. The 
concensus describes a vehicle built 
to travel on air, land and water, 
equipped with two-way radio, 
motor irf the rear, easily remov- 
able engine, with windows of un- 
breakable glass, rubber fenders 
and seats convertible into beds. 

The survey, which covered 80 
cities throughout the country, also 
revealed that in food buying, self- 
service is preferred to clerk serv- 
ice by wage earner wives in the 
proportion of three to one. Self- 
service in the purchase of clothing, 
household furnishings and drugs 
and cosmetics has also been pre- 
ferred by a lesser percentage of 
wage earners. This may have a 
bearing on postwar distribution 
trends, says the report. 


Majority Favor Tax Increase 


In answer to the question, “If 
it becomes necessary for the gov- 
ernment to raise more money from 
taxes, which method would you 
prefer?”’, the Forum’s male voters 
by an overwhelming majority in- 
dicated their preference for a sales 
tax rather than a further increase 
in the withholding tax. 

By a vote of more than three to 
one, wage earner men have de- 
clared that strikes in our war in- 
dustries should be prevented by 
law, according to the survey, with 
approximately the same percent- 
age of union and non-union work- 
ers upholding this viewpoint. 

The Wage Earner Forum, which 
represents the concensus of 3,532 
adults, is a cross-section of wage 
earner opinion throughout the 
country. Most of the panel mem- 
bers are readers of some Macfad- 
den magazine. While many public 
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Women 
Prefer 

Chatelaine 


*A magazine edited for 
young married women in 
English-reading Canada. 


* Reaches one in every four 
urban families. 


* The direct way to ensure 
your share in Canada’s 
expanded consumer pur- 
chasing power. 


* Published by The Mac- 
Lean Publishing Com- 
pany Limited, largest 
magazine publishin 
house in Canada , . 


Chatelaine 


The Canadian Woman’s Magazine 


481 University Ave., Toronto 2, Canada. 


New York, Chicago, Montreal 


» London, (Eng.) a 


opinion polls cover representative 
cross-sections of the public as a 
whole, it is being recognized by 
industry that the opinions of wage 
earners may well dominate the 
postwar economy. 


Form New Ad Club 

The Redwood Advertising Club 
has been formed in Eureka, Cal., 
with membership open to all resi- 
dents of northwestern California 
engaged in advertising, marketing 
or merchandising. Clair B. Otis of 
the Eureka Newspapers, Inc., has 
been elected president. 


Smith Names A&R 


Allen V. Smith, Inc., New York, 
packer of dried peas, barley and 
similar items, has named Alley & 
Richards Company, New York, to 
handle its advertising. Newspa- 
pers and radio will be used in 
eastern markets. 


Allen Joins GC&N 


Jewett Allen, formerly with 
Abbott Kimball Company and 
Marschalk & Pratt, has joined 
Geyer, Cornell & Newell, New 
York, as art director. 


Whitehead Resigns 


Laurence A. Whitehead, asso- 
ciated with Meyer Both Company, 
Chicago, in both sales and execu- 
tive capacities for the past 22 
years, has resigned as eastern field 
manager of the advertising service 
organization, effective April 1. 


Buys Outdoor Plant 


The Robinson Outdoor Adver- 
tising Company, Lincoln, Neb., has 
purchased the outdoor plant of 
James Fleming Company, Norfolk, 
Neb. 
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Lessig Joins Maxon 


Linwood C. Lessig, 
with the Radio Corporation of 
America, has joined Maxon, Ine, 
New York, as assistant account 
executive on the General Electric 
account. 


Loomis Joins Ellis 

Albert G. Loomis, formerly with 
Geyer, Cornell & Newell, 
York, has joined Sherman K. Ellis 
& Co., New York, as office man- 
ager and supervisor of traffic, for- 
warding and production. 


N” in the Halls of Congresses 


and Parliaments— 


Not in the Staff Rooms of Generals 
and Admirals— 


Not in the meeting halls of societies 
and organizations— 


It is in none of these places that a 
great new world will be fashioned 
and grow to new greatness. 


It is in your home 
room—in your mind and in your 
heart. Yours is the strength that 
must set the world aright. 


Yes, you are the hope of the world. 


A wiser, broader-visioned, more un- 


man beings . 
and other lands... 


‘you are the Hope of the World 


. . « your living 


. . people of this land 


THIS IS THE 


Who hears the news 
and the drama of the world. 


Who hears its laughter and its sobs 
—who understands the work and 
the games of everywhere. 


A you who knows the aspirations 
and ambitions and strivings of others 
like yourself—folks who speak a 
common language of dreams and 
longings . . 
the wit to make dreams into realities. 


Yes, it is you who are the hope of 
the world. 


For no home, no village, no nation 
and no world can be more great or 


future without a deep and sober 
regard for the children of America 


... the music 


. and have the will and 


. his children . . . citizens of the 


future. 


The Blue Network and its affiliated 
stations have taken this important 
audience with great seriousness. 
Thus, it is no accident that children 
are offered a wide variety of good, 
wholesome entertainment—the Blue 
Playhouse . 
instructive Quiz Kids. . 
adventure that is part and parcel 


. . the entertaining and 
. the pure 


of every child’s ambitions ... Terry 


derstanding you. noble than the individuals who 
af , eople it... 

A you of vision and the capacity _ 

for greatness... * * * 

A you who knows the ways of hu- o American can look to the 


and The Pirates, Dick Tracy, The 
Sea Hound, Jack Armstrong, Hop 
Harrigan, Captain Midnight, The 
Lone Ranger, Storyland Theatre, 
Land of the Lost, Coast to Coast 
on a Bus. 


It’s radio for all people of all ages 


. on “The Blue’”—great music, 


complete, accurate news, great ring- 
ing forum, pure drama, adventure, 

. . 4 = 
variety, comedy! Listen, America: 
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Hill Joins Compton 
william B. Hill, formerly Iowa 


ner 

n a presen tative for R. J. Potts- 
Inc. @Calkins & Holden, Inc., Kansas 
count Picity agency, has been named as- 


sistant manager and account ex- 
‘ecutive of the Kansas City office 
‘of Compton Advertising, Inc. 


‘Appoints A. W. Lewin 

' william Bal Corporation, New- 
Sark, N. J., maker of trunks and 
| juggage, has named A. W. Lewin 
} Company, Newark, to handle its 
* account. 


Melick in New Post 


James B. Melick, formerly vice- 
president of Seagram - Distillers 
Corporation, New York, has been 
named general sales manager of 
American Maize-Products Com- 
pany, New York, maker of starches, 
syrups, sugars and other products 
from corn. 


Cole Joins Hickerson 

Wallace Cole, formerly with 
Foote, Cone & Belding, New York, 
has joined J. M. Hickerson, Inc., 
New York, as art director. 


Agency Changes Name 


The name of Stanfield & Blaikie 
Ltd., Montreal and Vancouver 
agency, has been changed to Har- 
old F. Stanfield Ltd. Mr. Blaikie 
has not been associated with the 
agency for the past four years. 


Hollenbeck Advanced 


Marvin G. Hollenbeck, formerly 
advertising, merchandising an 
display manager of Sears, Roebuck 
& Co., in Grand Rapids, Mich., has 
been named advertising manager 
of the company in Detroit. 


Names 3 Vice-Presidents 


The board of directors of Allis- 
Chalmers Mfg. Company, Milwau- 
kee, has elected as vice-presidents 
William C. Johnson, who has been 
general sales manager since May, 
1942; James M. White, works 
manager; and William A. Roberts, 
manager of the tractor division. 


‘| Hime Joins Kling 


Horace Hime, formerly with 
Frank Lewis, Inc., Chicago pho- 
tographer, has joined Kling & 
Associates, Chicago studio. 
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.. and still it’s 


we 


BLUE stations national campaign. 


| +.. and the purpose of the Campaign is still 


TO MAKE THE ilu A BETTER BUY FOR YOU 


And here’s advertisement number three in the BLUE Network- 


As you read the copy you will realize again that we are con- 
tinuing to tell the story of broadcasting—not from our point of 
view, but from the listeners’ angle—always the ‘“‘you”’ angle. 


A very important portion of that “‘you”’ is the youth of 


The Blue is serving them with more shows for children than 
ever before. At the same time there are still several ‘“‘kid shows’”’ 


available and good. periods in which to run them. 


Y” 


LOUISIANA 


MARKET 
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SHREVEPORT 


TIMES STATION 
* 


THE BRANHAM C 
eee oe s 


i 3 ee Lack, é ap oe alae om be | Tas 4 es - - a ER ra, _— « Mere 8 Ee Fe Boe aay he 
4 se = ae < ie aii a% « 4 z : ; a } = na i £ é ay ‘ Ae Saks. 
2 fe BS : ay H ¥ cae joke \ > a 4 es 5 : a wpe: . ae Pr oles - + eo i we 
a a — >» ’ oe : > ae eae. Ss - tae — : * 5 % a " ee 1 ee 
oe E ‘wae = hid aa ee enti : a oe re eee ee * = eels : pid f: : aE ead é = ey : ols ia 
2 eat: cee ; . Sa sete, 5 Rea ee ede ae . a ne ee ae eee Be ie eerie, ae rae ven as he eae aes pS are Oa ae ve eee ; ee cae eg age Bit. | Be ee 
ss ee ee y Se es) - Gag 2g a bw. bi 5 $a : " ‘ k . a : Wats ka, un 
Ce 2S ame a gt es ae 0 le BE “cage 
| & es Gake a as 
; ee ee 
bs 4 es, = ar ‘ 
| 2 Bes ' 
is oe ee. 
a | = ag oe 
ee ee rr 
with : = | 
Ne %, aes : 
Ellis : RY - 
ee 7 a 
is ae — 
man- | Eo a 
) | fe eet. 
ae bs 8 are 
‘ _—_$__$_$_$_$_$_$_$_$_$_$_$_$_$_$_$_$___—_“«e_——’’r—$—— * aise ? <i 
2 
é ae 
ke a 
‘ ee 7 : 
ae : if 
be) ; = 
= eee 
a ae 
| i 
“4 ™ 
i Bee | a 
Soe ae Pid , a 
oc a oe Pee) ——- 
; Sur ree be oe 
sae 2 coe es K ba Ji a * 
1 : Da acl ae eo oom % es, ie 
° : - Ske 
- Bis Z ’ 
a : & pee Sr 
ss ; a tee aoe & 
‘3 aa fe at eee 
: ae a. we 
= eS ea 
; : os ae 
- : g io 7 
. f Eee es : 
i ie : 
shied 4 e ee a 
P : vie eg si 
i ee | og 
ae i" . & a cai a 
‘ , “ . s , 
Sn | Ses . 
r a _ 
ae “a8 
Pie hy 4 ga al 
— a : hee 
a 7 2 s + iit 
ee a ; 3 : ¢ a 
Ware 7 oe % is 
. - ca tng 7 
i a. ee = 
| : e°4 a . 
; es 
: = = Ip kal 5 a 
a Pe, _- Ba. - Se 
; me Me 2, 
it eo oe eo . 
P i ‘ad ees 
os ie re iS, on 
eee ag 
; care, J 
oe Z 
at i 
"s Pee ‘é: fas 
igh ere P 
oe i, ae Biya bs pk 
Saar , Rien Se ie me ee 
: # is ? } ius 28 
; — ee ae i 
e = ? 
a ar ; 
“ re a 
= j ‘ 
| ° “a genre 
ge ar 
Pe Beate Sg mk nese 4a - , a Pe «5 . i" : nee A : ac ‘ € en 7 F o> a &: * ¥ ¥ " a ‘ 
a, ‘ 2 “3 Sy iy is te r " > = i 5 Bir = d y ti ice * 4 —_ . 


= 
° 


f 


ze 


a reader’s forum. 


f 
BOMBER PLANT 
OR BUNGALOW? , | 


TO THE TRADE—In trade publications serving the lumber industry, Brooks- 


Scanlon Corp. has an unbroken record of advertising since 1933. 


two color pages. 


Here are 


Reprints are used as miniature house organs for lumber 


dealers. 


Here’s Another View 


on Lumber Advertising 
To the Editor: We agree that 


“Lumber Doesn’t Advertise’ — 
that is, generally, on a national 
scale. Of course, there are good 
reasons why many of even the 
large mills found, in normal times, 
that consumer advertising in na- 
tional publications was impracti- 
cal. 

Distribution: Only a few mills 
have nationwide distribution. Com- 
peting mills, with advantages in 
freight differentials, limit the mar- 
kets of most manufacturers. 

Life of Operation: Many mills, 
with say 10 or 15 years’ cut, may 
have figured that the establishment 
of a brand name in the consumer’s 
mind would take too much time 
and too much money. Perhaps by 
the time it became established, 
their timber would be exhausted. 
Programs of selective logging and 
reforestation put into practice by 
many mills in recent years may 
change this picture. Today quite 
a few mills are operating on a 
perpetual yield basis. 

Unfortunately, to the average 
user, “lumber is lumber.” They 
are not aware that certain species 
are superior for certain jobs. Long 
Leaf Yellow Pine, for instance, 
where high tensile strength, load- 
bearing ability and resistance to 
shock and pressure are essential 
requirements; Tidewater Red Cy- 
press for every point where wood 
meets weather, where there is 
need for unusual durability be- 
cause of exposure to dampness or 
contact with soil. 

Grade-marking and trademark- 
ing are protecting this type of 
buyer, but an educational job 
could well be done, although this 
is probably a job for an associa- 
tion rather than for an individual 
manufacturer. 

From a trade paper standpoint 
(and we do not say it apolo- 
getically), many lumber manufac- 
turers have done an excellent job 
of advertising. You may be in- 
terested in the enclosed color in- 
serts prepared by us for the 
Brooks - Scanlon Corporation of 
Foley, Fla. We have been using 
full pages in color for this 
account since 1933—without inter- 
ruption. These advertisements ap- 
pear monthly in the Southern 
Lumber Journal and quarterly in 
the American Lumberman and the 
Southern Lumberman. 

We use the reverse side of addi- 
tional reprints as a miniature 
house organ which is mailed each 
month to lumber dealers. 

R. E. McCartny, 


Tampa, Fla. 
7 ve 
Plans Export Ad Survey 
To the Editor: Congratulations 


on the interesting article “Adver- 
tising Allowances to Dealers Con- 
tinue Important,” in your Feb. 21 
issue. The information on coop- 
erative advertising developed by 
your survey should prove very 
helpful to manufacturers facing 
this problem. 

This organization is desirous of 


undertaking a _ similar’ survey 
among export interests to obtain 
similar information on foreign ad- 
vertising. In so doing, it would 
be helpful if you would kindly 
furnish us with a copy of the ques- 
tionnaire used in your survey, and 
other material which you may 
have sent to the manufacturers 
you queried. 

It is our belief that a similar 
survey in the foreign field would 
be of assistance to American over- 
seas traders. We would of course 
be glad to send you a copy of the 
results and analysis. 

Your cooperation in making this 
material available, and granting 
permission to adapt it for our pur- 
poses, will be most appreciated. 
With thanks and best wishes! 

F. T. KEupp, 

Secretary, International Eco- 

—_ Council, Washington, 


ee 


Dale Nichols Finds 
Flaws in Art Record 


To the Editor: I have just re- 
ceived my copy of the Art Direc- 
tors Club of Chicago Record. 
Although it is bound well, stamped 
beautifully, generally well-con- 
ceived, it is deeply disappointing. 

It is disappointing for several 
reasons which I herewith enumer- 
ate in the hope that the next one 
(and I hope that there will be an- 
other) will demonstrate to Amer- 
ica and the world that the truly 
great talent of advertising art in 
America is in Chicago: 

First, the items of the exhibition 
were judged for the design of the 
complete advertisement, which, 
compared with my file of adver- 
tisements dating from 1912, are 
just the same old stuff. Second, 
awards were given to straight 
commercial art, with the one ex- 
ception of an Honorable Mention 
to Bernard Lamotte, despite an 
editorial in the book which lauds 
the growing use of fine art in 
advertising. Third, there are 
numbers of examples which are 
not even good commercial art. 

All this demonstrates to me that 
the Chicago Art Directors are just 
about the same as those I knew 
when I tried to work in Chicago. 
They love their titles; they fre- 
tend to be deeply interested in 
everything modern; they’re damn- 
ably old hat. 

In Chicago is one of the greatest 
schools of design in all the world, 
the Bauhaus School of Design. 
Where in these pages can one find 
an example of their work? In 
Chicago are some of the greatest 
artists in America, Aaron Bohrod, 
Rainey Benett, Ivan and Malvin 
Albright, Edgar Miller, Gertrude 
Abercrombie, Kramer, and many 
others whose work can be found 
in the annual Chicago and vicinity 
exhibitions at the Art Institute of 
Chicago. Chicago boasts of some 
of the finest designers in the 
graphic arts in the world, exam- 
ples of their work being repro- 
duced and lauded in foreign pub- 
lications. But where can one find 


examples of these men’s work in 


elcome. 


the layouts of mass magazines? 
Isn’t this proof that Chicago Art 
Directors are either old hat, or 
lacking the alertness of a truly 
progressive art director? 

Lester Beall, Fred Haulk, 
Vaughn Flannery, Wayne Colvin, 
Gladys Rockmore, Floyd Davis, are 
just a few of the outstanding Chi- 
cago designers and artists who had 
to go elsewhere for national recog- 
nition. A Lester Beall conceived 
layout with a Wayne Colvin illus- 
tration would be the most ad- 
vanced advertisement in America, 
if not the world. Why did not 
the Chicago Art Directors take 
advantage of their talents? 

Abbott Laboratory advertising 
is the most advanced in the U. S. 
Why are their inspiring pieces of 
advertising literature ignored by 
the A.D.C.C.? 

Contrary to Roy Dickey’s state- 
ment that “advertising copy is not 
necessarily literature,” contrary to 
(A 0 NC BROAN A RRO 


the pages of this book which tend 
to show that advertising illustra- 
tion is not necessarily art, I shall 
continue to maintain that the 
great advertisement, the most pro- 
ductive advertisement, the most 
constructive and instructive ad- 
vertisement, will be that which 


fine art for illustration and fine 
design for layout. When this time 
comes America’s industries will 
find themselves patrons of art 
along with being good, sound busi- 
ness institutions. 

The A.D.C.C. Record is more 
than a record. It is a reflection. 
May we who want fine advertis- 
ing hope that that reflection may 
influence a more flattering one? 

DALE NICHOLS, 
Tucson, Ariz. 


wo a ee 


New Guinea Fighter 


Finds AA Absorbing 


To the Editor: You will un- 
doubtedly be very much interested 
in an extract from a letter a 
fighter squadron friend wrote to 
me. It was dated March 17, so 
the New Guinea-New York mail 
service seems remarkably good— 


oe. 


Advertising Age, April 10, 19@iimm 


and here’s one paragraph: 
“Picture a pilot’s shack, snug jm 
the New Guinea jungles and bog 
dering the taxiway of a fighte 
strip joy-stickers milli 
around, playing cards, jabberj 
about wine, women and Ben 


. . multi-colored situation ma 
and hot bulletin boards coveriy 
the shack’s walls . . . shortwave 
monitoring the fighter freq ang 
lots of garble transmitting out of 
cockpits—and there in his sanctug 
sanctorum sits the Intelligence Ofz 
ficer, feet propped on a table, res 
ports and poop sheets shoved aside 
reading ADVERTISING AGE with ag 
much enthusiasm as a kid surveys 
ing the Sunday comics for the firs¢ 
time.” 
This friend, whose name I hesj« 
tate to mention because his letter 
was a personal one to me, reports 


in addition that there seem to bey 
a number of men in his unit whom 


were formerly connected with the 
advertising and selling fields, and 
that they are very much interested 
in learning what’s happening in 
those fields back at home. 
JOSEPH C. KEELEY, 
J. M. Mathes, Inc., New York. 
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Goodman, waiting for a scrambig | 
has fine literature for copy and|. \: 


IPEKA, KANSAS, SATURDAY, MARCH 25, 1944 


ERS WEEKLY ) 


HEATING EQUIPMENT MANUFAC- 
TURER . . . using inquiry copy for 
dealer sales leads says: ‘'Capper's 
Weekly has proved to be ONE OF 
THE BEST on our large list." 


LIVESTOCK SERUM COMPANY... 
offering livestock farmers a book on 
serum says, "Inquiries began to pour 
in at the rate of about 400 a day." 


e OFFERS YOu 


355,000 
SUBSCRIBERS.. 


67% 


For Only *1.25 per line! 
* 


Published b 
CAPPER PUBLICATIONS, 
INC., TOPEKA, KANSAS 


RFD 


RESULT PRODUCING COVERAGE... 


In the rich agricultural states of IOWA, NEBRASKA, MISSOURI, 


KANSAS AND COLORADO. The area which accounted for ap- 
proximately 20°/, or FOUR BILLION DOLLARS, of the national 
1943 Farm Income. This is Capper’s Weekly territory! 


Remember Capper’s Weekly subscription price of $1.50 a year 
assures you that CW readers really want the publication. 


Capper’s Weekly is producing RESULTS for advertisers! 
your share of new business in this wealthy market by adding 
Capper’s Weekly to your list now! 


Here’s What CAPPER'S WEEKLY Advertisers Say .. . 


ADVERTISING MANAGER OF A 
POULTRY REMEDY COMPANY... 
"We are convinced Capper’s Weekly 
is the best buy on our list." 


AGENCY ACCOUNT EXECUTIVE 
. « « “Capper's Weekly has re- 
mained well at the top of the list 
of all the publications in which we 
have scheduled space." 


Try Capper's Weekly . . . FIND OUT what it will do for YOU! 


PROMINENT MISSOURI HATCH- 
ERYMAN .. . says “Your publica- 
tion produced higher type buyers 


and larger orders." 


FARM MACHINERY COMPANY . .- 
using Capper's Weekly to stimulate 
salesmen and get new dealers says, 
"We get the inquiries from ~ 

t's Weekly which lead to esta 
ishment of first class dealer ac- 
counts." 
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wee Oo, APRIL 1, 1944-—-PROSPERITY IN DISPATCH COVERED 
% 


eeeRATLON BOOKS UP 7.4 PERCENT IN '43 OVER °4O (21,000 
POPULATION INCREASE) ...COLUMBUS EMPLOYMENT UP 48.6 PERCENT 
ecoe"E” BOND SALES 875 39000 ,000. ALL ISSUES $250 5000 ,000- 0256 5575 
GRADE A FARMERS, WITM EFFECTIVE BUYING POUER OF $80,000,000, woRK 
THE FARMS OW TME S2 DISPATCH COVERED CENTRAL ONIO COUNTIES... 
RETALL SALES NOW UP TO $750,000,000 ANNUALLY IN THIS AREA (ALMOST 
DOUBLE 1940). ...FARM INCOME DOUBLED IN THREE YEARS...URBAN 

FAMILY INCOMES UP ALMOST AS MUCH...CONTINUED MARKET STABILITY 
ASSURED BY CENTRAL OHIO BALANCE BETWEEN INDUSTRY, AGRICULTURE, 
COMMERCE AND THE CULTURAL PURSUITS. 


COLUMBUS ,O., APRIL 1, 1944——COLUMBUS ANNUAL PAYROLL REACHES 


- By every coverage standard” the one best advertising — 
~ medium to use in this area is Ohio's Greatest Home Daily — 
PROOF ON REQUEST) 


NEW YORK, CHICAGO, SAN FRANCISCO, LOS ANGELES AND DETROIT 
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; membered as a costly mistake, for 


\ istrants and war workers has taken 


Manpower Mobilization 
Fears Result in Crisis 


Washington, D. C., April 6— 
The administration’s timid ap- 
proach to the mobilization of man- 
power fpr total war will be re- 


the train of conflicting executive 
orders and statements which have 
controlled the fate of draft reg- 


a heavy toll in personal misery 
and in dislocation of home front 
and war production. 
This expedient course— the 
course of not jarring the nation 
by letting it know that it is a 
people at war—has cost heavily in 
money, too, for it has resulted in 
unnecessarily high wages, labor 
turn-over and labor hoarding 
which contribute to the national 
debt inherited by returning serv- 
ice men and future generations. 
It has been the “too little and 
too late’ course, the program of 
committing yourself but not com- 
mitting yourself deeply enough to 
win. In sparing the people the 
q rude shock of national service, it 
has subjected them to the much 
less attractive fate of a series of 
jolts, unpredictable and disturb- 
ing. 
Facing a manpower crisis, and 
unable to get a National Service 
" Act through Congress, where mem- 
bers are acutely aware of the fact 
i that they face destiny at the polls 
this November, the armed forces 
; will resort to the use of 4Fs in war 
jobs, either through coercion under 
the Selective Service Act, or by a 
National Service Act for 4Fs and 
draft age men only. 

Convinced that this the safest 
bet politically, a subcommittee of 
the House military affairs commit- 
tee has already urged the War De- 
partment to go ahead, promising 
that it will work out some minor 
legal adjustments later. The War 
Department, which does not have 
to go to the polls, is thus deputized 
to do Congress’ work, but Con- 
gressmen will complain bitterly 
about usurpation during the cam- 
paigns. 

On grounds other than expedi- 
ency, it is hard to justify this 
move. Why, for instance, will a 
4F make a better war worker than 
a woman or an older man? Some 
have argued that 4Fs should not 
escape war work merely because 
of the accident of physical condi- 
tion. But you can also argue that 


SALES PROMOTION 
MANAGER 


A Mid-West manufacturer now 
engaged solely in war effort, has 
a@ post-war position open imme- 
diately for a young man under 36. 


The position calls for a broad 
knowledge of sales promotion, ad- 
vertising and publicity. This man 
must be creative, with a dramatic 
sense, and know how to take an 
idea and make a service of it. 
He should be technically trained, 
preferably in architecture. 


Among his duties will be admin- 
istration of a staff of ten field 


By STANLEY E. COHEN, Washington Editor 


women should not be spared be- 
cause of the accident of sex, or 
that older men should not be per- 
mitted to shirk because of the ac- 
cident of age. 

It is more sound to argue that 


all Americans—women, older men, 
and rejected young men, have an 
equal responsibility to serve where 
they are best equipped to serve. 
There is no reason to believe that 
4Fs will be less patriotic and quit 
war jobs any more readily than 
women and older men, who will 
not be frozen by this new power 
which the military is to exercise. 

From the point of view of em- 
ployers who have been encouraged 
to replace draftees with this type 
of labor, this latest move is fur- 
ther evidence that after three 
years, the administration and Con- 
gress still are not prepared to take 


the drastic, but less costly steps 
which will permit some sort of 
stability in the war ecOnomy. 

* bo 


Funds: OWI’s modest request for 
$2,464,633 for the domestic branch 
in 1945 should go through easily. 
Its Congressional relations are 
better, and Rep. Halleck, leader of 
the Republican Congressional com- 
mittee, has gone on record for con- 
tinuation of the agency. Dying: 
The radio industry’s hopes for 
legislation at this session. 

* oe * 

Sacrifice: Secretary of War Stim- 

son is no longer served by three 


Advertising Age, April 10, 1944 


healthy technical sergeants jp 

colorful dress blue uniforms 

They’ve been sent overseas ang 

replaced by Wacs. 
* Bo *% 

Study: First 1944 quarter report 
of the regional business consult- 
ants of the Department of Com- 
merce is a study of manpower, 

oo 


Item: When OWI Chief Elmer 
Davis appeared before the House 
rules committee on a motion tg 
investigate news sent to the troops 


ployed 
of mak 
ganizat 
searcn, 
promir 
gation. 
line 10 
Rules 

J. Sab 
tires. 

Congr 
New Y 
group. 


Rep. Eugene Cox, former chair. — 


man of the FCC investigation. 
couldn’t resist the opportunity to 


designers, training of distributor 
salesmen, showing the distributor 
how to use the national advertis- 
ing most effectively, handling 
convention displays and publicity. 


The responsibilities are broad and 
require a man who can justify an 
income over $5,000 per year. We 
expect to train the man for a 
year to prepare him sufficiently to 
understand the position. 


As a forerunner to a personal dis- 
cussion please write complete in- 
formation regarding your experi- 
ence and personal qualifications. 


Box 4701, Advertising Age, 


100 E. Ohio St., Chicago (11) 


_ “THE DAY OF NEWS 


3 oa perme eR tence seoppccnage 


* 


BEATS IS PAST” . 


IS THAT WHAT YOU 
THINK, MISTER? 


The great news-gathering 
agencies, International News 
Service, Associated Press and 
United Press—plus the local 
news bureaus—do make it al- 
most impossible for one news- 
paper to carry an exclusive 
story. What one service doesn’t 
have, another one will. To be 
sure of getting all the news the 


- “New York Journal-American 


uses all three services. The 
value of this was never better 
illustrated than by the INS 
seoop on the story of the Nazi 
saboteurs, told here in full. 


But of equal importance is 
this: what happens to the news 
once it comes into the shop? 
How is it handled? How is it 
followed-up? 


Paul Schoenstein, City Edi- 
tor, has an expression that 


tells the whole story of modern: 


journalistic enterprise. “When 
a big story breaks, we don’t 
just cover it,” he says, “we 
‘endeavor to take possession 
of it!” 


Because the New York 
Journal-American does take 
possession of the big cases, 
while at the same time ade- 
quately covering all the news, 
including stories of purely 
local interest, it is only natural 
that the Journal-American 
should far outsell any other 


* New York evening newspaper! 


Has covered the Senate for INS in Washington 
since 1921. He has any number of important 
news beats to his credit. Jack Vincent, under 
whose byline the saboteur scoop was sent out, 
is now in the U. S. Marine Corps. Durno is 
now oa Major in the Army, and accompanied 
President Roosevelt to Casablanca and was 
with him at Teheran and Cairo. 


In May, 1943, Hutchinson and Vincent were 
joint winners of the 1943 National Headliners 
Award for the best domestic spot news story of 
the year. They were specifically honored for 
"teaming up and being first in the nation with 
their story of the execution of the saboteurs." 


THE INSIDE STORY OF 


— 


By WILLIAM K. HUTCHINSON 


Chief, INS Bureau, Washington, D.C. 


T WAS 3:10 by the big clock on the 
wall the afternoon of Thursday, Aug. 
6, 1942, when the telephone on my 
desk jangled. “Bill,” came the urgent 
voice of George Durno, INS White House 
reporter, “the President’s decision is due 
any minute. We’d better be on our toes 
and put a watch on the prisoners tonight.” 

Be on our toes? The entire world was 
waiting to hear the outcome of what was 
certainly one of the most sensational es- 
pionage cases of the decade. For the past 
week President Roosevelt had been study- 
ing the secret findings of the Military Com- 
mission who tried the eight Nazi spies. 
Would a democracy prove itself as tough 
as a dictatorship during war-time? Would 
the White House show a fist of mail under 
its glove of silk? 

While Jack Vincent scouted around, I 
conferred with Harold Slater, INS news 
editor. At 2 a.m. that morning, acting on a 
tip Jack received (I still don’t know his in- 
formant) we flashed INS that all eight 
would be found guilty but that two or pos- 
sibly three might escape death. Our story 
broke in the midst of a furious welter of 
rumor and report. One was that the Nazis 
would be executed, appropriately enough, 
by a firing squad at the Army War College, 
which stands on the site of the fort where 
the Lincoln conspirators were hanged. An- 
other was that the Nazis would be hanged 
at Fort Myer—this because someone saw a 
load of lumber taken into the fort, pre- 
sumably to be used for the hangman’s 
platform. 

Since newspapermen are barred from 
both these points, our only alternative was 
to place a 24-hour watch on the District 
jail. If the prisoners were taken away, we 
might learn where and put two and two 
together. 

Slater and I were still juggling these pos- 
sibilities when Vincent hurried in with a 
fresh tip: The Nazis were to be electro- 
cuted, and at any moment. 

This seemed the most plausible. The jail 
had a new death chamber with modern 
equipment. The electrocution could be car- 
ried out swiftly. The Government would be 
spared the ordeal of transporting the 
doomed men through a veritable army of 
waiting newspapermen. 

I began checking. I learned that two 
electricians had reported to the jail early 
Thursday. I learned that power company 
workmen were seen laying two new lines 
into the jail the day before. Convinced that 
events were moving swiftly now, Vincent 
and I began our vigil outside the jail at 10 
p.m. that night. We were the only reporters 
there and we patrolled the area all night. 
From various sources dur- 
ing the next few hours, 
among them civilian em- 
ployes whom we ques- 
tioned as they came off 
duty, we picked up four 
significant facts: 


Six chaplains had visited the six con- 
demned men; soldier guards had been dou- 
bled over the six; the six had been separat- 
ed from the other two lest they attempt to 
kill the two; the foreman of the jail laun- 
dry outside the jail had returned 13 trust- 
ees who worked under him at 8 p.m, that 
night, although customarily he returned 
them at 11:30 p.m. Obviously, officials 
wanted the men in their cells and asleep 
before the electrocutions began—an indi- 
cation that the executions would take place 
this very night. 

We waited. Once Vincent was nearly 
shot when he accosted the wrong guard in 
the darkness. He thought it was one of 
his informants, but the guards had been 
changed at 10 p.m. Once we were suddenly 
hailed by a police car, and a booming voice 
ordered us to “get the hell out of here.” 
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ask him if his agency ever em- 
ployed “aliens” by the indirection 
of making contracts with such or- 
ganizations as “Shortwave Re- 
search,” an outfit that figured 
prominently in the FCC _investi- 
gation. Incidently, Rep. Cox is in 
line for chairman of the powerful 
Rules committee if Rep. Adolph 
J. Sabath, who is in his 80s, re- 
tires. If the Republicans capture 
Congress, Rep. Hamilton Fish of 
New York will be chairman of the 
sitsatall * * & 

Mention: The first bill to attempt 
to spell out specific items that are 


to be considered in the settlement 
of contracts is the House naval af- 
fairs committee contract termina- 
tion bill soon to be reported. It 
provides that “advertising expense 
shall be allowed to the extent con- 
sistent with the prewar advertis- 
ing program of the contractor, or 
to the extent reasonable under 
the circumstances.” Parity: Both 
the prices received by farmers and 
the prices paid by farmers ad- 
vanced one point last month, the 
Bureau of Agricultural Economics 


reports. 
of * oo 


Facts: The latest in the series of 


“Facts for Industry” available from 
the Bureau of the Census include: 
woolen and worsted woven goods; 
automotive replacement type stor- 
age batteries; paper and paper- 
board production for January, 
1944; motor truck and tractor pro- 
duction, 1940-1943; and asbestos 
textile allocations, 1943. 
* * 


Prize: The War Food Admin- 
istration “A” award has been given 
to 88 food processing plants. 

Boom: Secretary of Agriculture 
Claude Wickard warns that rural 
land inflation is setting in, and 
that farm land values are follow- 


* 
pr 

ey 
ea 


ing the pattern of the 1919-1920 
boo 


m. 

Against: Rep. Charles Halleck, 
author of the resolution which 
established the grade labeling and 
newsprint investigation, said in a 
radio speech recently that he still 
is opposed to grade labeling. He 
warned against government efforts 
to doctor our economic system by 
standardized grading. 

* * aK 


Safe: Merchant marine men 
have been doing too well on their 
bonuses, the Maritime Commission 
decided. A new bonus system 
which reduces pay in relatively 


We ducked out of sight, waited until the 
car vanished, and then resumed our watch. 
Shortly before 3 a.m. we were told that 
Gen. Albert L. Cox, Provost Marshal of the 


District, had cancelled preparations 


the execution at 9 p.m., because the Presi- 
dent had given the six condemned men a 
24-hour reprieve. We didn’t rely on this 
tip. We thought it a ruse to get us to leave. 

But at 7:30 a homegoing guard con- 
firmed it. Then, finally we hurried back to 
_ the INS offices and got our story under 


7 


way. We checked with the Office of Censor- 
ship, and were told our story violated 
nothing in the voluntary censorship code. 
A high government official told us, “You 
have a magnificent scoop. Stand by it.” 
We did. We sent off our story—that six 
would die in the electric chair, and two 
would live. Deliberately we withheld men- 
tion of the reprieve to safeguard our 
sources and keep our competitors from 


for 


checking too closely on us. 
hours and 11 minutes. 


Friday, Aug. 


a 


, and t 


pag 


That story scooped the nation by 29 
It was flashed 
throughout the world by INS at 8:14 a.m. 
he headlines hit the 


Journal 


~<<p 
Zit AMERICAN Mf PAPER 
— 


plow! 


streets from New York to California, from 


of our scoop. 


af 


WHAT NEW YORK NEWSPAPER WILL YOU CHOOSE IN 194V? 


Journal-American readers want their news quickly, completely, dramatically. 
The importance of the Journal-American to them was never better shown 
than when its newsstand price was raised to five cents and its circulation con- 
tinued to dwarf that of any other New York evening newspaper. In 194V, 
the year of Victory, when you are again looking for civilian markets, we sug- 
gest you investigate New York’s most enthusiastic ne*’spaper readers, 


NEW YORK 
ce 


WEA 


UU 


New York Chicago Detroit 


—z THE }LAME RICAN Hf PEOPLE > 


London to Moscow, while opposition news- 
papers here carried headlines, “Sabotage 
Ruling Not Yet Reached,” “F.D.R. Still 
Reads Spy Trial Records,” and “Decision 
Is Near On Saboteur Band.” 

After the President announced he was 
making a “further study” of the case, we 
threw away the book and mentioned the 
reprieve, knowing then that the execu- 
tions had been postponed for 24 hours— 
until sometime after 12:01 a.m, Saturday. 

Not until Saturday afternoon did the 
first opposition New York newspaper hit 
the streets with an official confirmation 


Personally, I suppose I should have re- 
ceived my greatest satisfaction from the 
original scoop. Actually it came Saturday 
morning when we kept abreast of develop- 
: ments within the jail. We put out one lead 

at 10 a.m. that the doomed men were 
spending “their last hours on earth,” and 
another just before noon that they were 
“living their last minutes.” 

They began to die at noon and you can’t 
hit it on the head any better than that. 


Nationally Represented by The Hearst Advertising Service 
Pittsburgh 


Boston Philadelphia 


Baltimore San Francisco 


Los Angeles Seattle 


safe waters and provides more 
compensation in danger areas has 
been adopted. A survey showed 
that average income for 175,000 
merchant seamen was $244.50 a 
month. Skippers made $775. 

Jobs: The War Department wants 
1,000 auditors and accountants to 
help in contract settlements. Qual- 
ity: WPB lifted restriction on the 
weight of metal in cooking stoves. 
Production of victory models will 
continue, however, as prewar 
models require clocks and other 
restricted items. 


Pharmacy Group 
Starts $100,000 
Publicity Drive 


New York, April 5.—The Na- 
tional Pharmacy Committee on 
Public Information, headed by E. 
Walton Bobst of Hoffman-La 
Roche, *nc., has launched a $100,- 
000 research and public relations 
program to emphasize pharmacy’s 
part in maintaining home front 
health and to get more young peo- 
ple to choose pharmacy as a ca- 
reer. 

Fred Eldean, recently with 
General Motors, who has started 
a public relations service in New 
York, will serve as counsel to the 
committee. The program is based 
on findings in a six-month study 
made last year by Edward L. 
Bernays. 

About 40 drug product manu- 
facturers, as well as wholesalers, 
retailers and other factors, ara 
sponsoring the program. The work 
will be localized, emphasizing the 
importance of the pharmacist to 
his community. Educators and 
students will be told of the pres- 
ent shortages of pharmacists ana 
the opportunities in pharmacy. 

No cooperative advertising is 
planned. 


Hughes Heads Ad Dept. 


Thomas A. Hughes has been 
named manager of air condition- 
ing advertising for the Westing- 
house Electric Elevator Company, 
Jersey City, N. J. Before joining 
Westinghouse, Mr. Hughes was 
assistant advertising manager and 
sales promotion manager of the 
Underwood Elliott Fisher Com- 
pany, New York, and on the 
advertising staff of the Hyatt 
Roller Bearing Company. 


MORE 
“Food / 


They buy more meats and cheese, 
more flour and cereals, more fruit 
juice and vegetables, more soups 
and condiments. 
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CHML Names Stovin 


The Maple Leaf Broadcasting 
Company, which operates Station 
CHML, Hamilton, Ont., has named 
Stovin & Wright as its Canadian 
representative. 


Hobbs Joins Agency 

Hurley B. Hobbs has resigned as 
sales and advertising manager of 
Victor Chemical Works, Chicago, 
effective May 1, to join Cruttenden 
& Eger, Chicago agency. 
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Electronics to 


Give Us Chicken 
‘Flavored to Order’ 


Chicago, April 4.—Eggs with 
uniform yellow yolks and charged 
with vitamins A and D; fresh milk 
and cream that can be kept for 
months before use; rye bread with 
a texture and lightness approach- 
ing that of white; chickens flavored 
to order. 

All these and other marvels of 
the coming age of electronics in 
the food industry were unveiled 
by Dr. Lamar Kishlar, manager of 
research for the Ralston Purina 
Company, St. Louis, yesterday be- 
fore the Grocery Manufacturers 
Sales Executives of Chicago. 

Makinug all this possible, said Dr. 
Kishlar, is a “black light, a light 
you and I cannot see. It is done 
with photoelectric tubes, the little 
electron wonder tubes which can 
see in the light or see in the dark 
with a _ sensitivity hundreds of 
times greater than our poor human 
eyes. Little beams of black light 
seek out the vitamins in a solution, 


or the pigments which produce 
color, and register their values on 
the electron tubes in a language 
that the scientists can read.” 


‘Processed by Light’ 


Thus, he declared, in the not 
distant future foods may be “proc- 
essed by light,” it being entirely 
possible to dehydrate and cook by 
infra red rays or radio frequency 
currents and sterilize by ultra- 
violet light. 

“For instance,” he said, “chick- 
ens can be hatched and grown in 
batteries faster and healthier than 
is now done; they can be ‘color 
fed’ and ‘flavor fed’ so they will 
be uniformly tender and of a 
color appealing to the housewife, 
and then killed, packed, quick- 
frozen and delivered—all through 
means of electronics.” 

He foresaw flour greatly im- 
proved through “bombardment” 
by black light, and of canning 
sugar treated with ultra-violet 
light, and told how scientists can 
forecast with accuracy how long 
shortening, biscuits or cereal foods 
may remain on the grocers’ shelves 
without becoming stale. He ex- 


plained that already hot breakfast 


“let ACB oe pte 
iis help you find your best . ) 


DEALER SET- — ; 


ACB can help manufacturers locate 
; the best available dealers for post-war lines. 
ee Dealers who advertise in their local daily news- 
a paper in these times are usually strong dealers— 
aggressive—keeping in touch with their trade 
for the days ahead when merchandise will be 
plentiful. ACB sees all these advertisements 
and can furnish them to you. 


Thus, some manufacturers ask us to give them 
advertisements run by paint stores—others wish 
jewelry, musical goods, plumbing, electrical ap- 
pliances, etc., etc. These advertisements not only 
‘ signify the strength of the dealer, but usually 
include information regarding other lines which 
the dealer now carries. 


ACB carefully reads all advertising in each issue 
of every daily newspaper. ACB Newspaper Re- 
search Reports will show you when, where, and 
how the dealers are advertising . . . what brands 

. what models and sizes... at what prices... 
are they using your mats... are your competi- 
tors’ dealers doing more cooperative advertising 
than your own . .. ACB will tabulate these find- 
5 ings and furnish tear sheets if wanted. 


NEW YORK (16), 79 Madison Ave. . 


CHICAGO (5), 538 South Clark St. . 


Several hundred leading manufacturers have 
used ACB Research Service for years. The serv- 
ice is as you want it—country-wide or regional 

. continuous or periodic. The cost is small, 


* * * * * 


Send for ACB’s New 24-page Catalog 


You will find this new 24-page ACB Catalog of Re- 
search Service useful and of absorbing interest. 
Describes 12 of ACB’s regular Newspaper Research 
Services. Aside from describing the various geo- 
graphical and other ways in which the services may 
be ordered, it tells how this unique service has been 
built—why the costs can be so low—gives the names 
of many of the national advertisers and agencies 
who use ACB Research Services. Ask for your copy 
of the new ACB Catalog today. 
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5 KEY worps to 
MORE SMOKING PLEASURE 


7 
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A NEW SLOGAN—In two new cam- 
paigns in newspapers breaking this 
week, Liggett & Myers Tobacco Co. 
features a new Chesterfield slogan— 


"Right Combination — World's Best 

Tobaccos." Quality of the tobaccos 

used is stressed in the drive (AA, 

April 3). Newell-Emmett Co. is the 
agency. 


foods are practically prepared in 
the factory and then dehydrated, 
with the result that all the house- 
wife needs to do is to add water 
and cook for three minutes. 

A method of dehydrating orange, 
pineapple and lemon juice that 
has been in the course of perfec- 
tion for 10 years and is now em- 
ployed to dehydrate blood serum, 
can be adapted to a host of other 
uses, he asserted. In this process, 
he said, the fruit juices are frozen 
into solid blocks and placed in 
refrigerated retorts. Low vacuums 
are then produced in the retort, 
with the juice drying from the 
ice stage to the dry crystal stage 
without melting, thus retaining all 
its flavor and vitamins. 

“What the average man eats is 
no longer his own business,” said 
Dr. Kishlar. “It is the food indus- 
try’s business, for it has staked a 
billion dollars on his taste. Our 
children and our. grandchildren 
will enjoy the fruits of the seven 
seas, for through food technolo- 
gists the common man will come 
to dine far better than the kings 
of yesterday.” 


Southwell to Y&R 


John Southwell, formerly on the 
radio staff of Batten, Barton, Dur- 
stine & Osborn, New York, where 
he also devoted time to the 
agency’s television activities, has 
joined Young & Rubicam as a 
television director. He will work 
under Harry Ackerman, associate 
director of radio, who heads Y&R’s 
television personnel. 


Switches Sales Execs 


George L. Moskovics, sales man- 
ager of the CBS Pacific network, 
will move to the network’s head- 
quarters in New York May l. 
Charles E. Morin, formerly in 
charge of CBS’ San _ Francisco 
office and more recently repre- 
senting its West Coast stations in 
New York, will assume Mr. Mos- 
kovics’ former post. 


If it’s 
A TEST 


you want... 
TAKE 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
a minimum cost you reach 
urban and suburban popule- 
tion. 


*independent Survey of Providence Bulle''" 
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‘Twenty million of our white-collar Americans 
are being crushed between rising prices on 
one side, and fixed incomes on the other. Out 
of their static pay envelopes is being squeezed 
their 20 per cent Withholding Tax, a volun- 
tary 10 per cent for War Bonds, and 1 per 
cent for Social Security ... a staggering total 
...in the face of a rise in the cost of living rang- 
ing between 25 and 50 per cent. The startling 
unpleasant truth about the perilous plight 
of this segment of our society is revealed by 


the Chairman of the Senate Committee on 


Education and Labor, in the May issue of The 
American Magazine, now on the newsstands. 


20,000,000 FORGOTTEN AMERICANS 


by ELBERT D. THOMAS 
U. S. Senator from Utah 


Few of us thoughtful, patriotic Americans expect to go 
through this war without making sacrifices, but while 
millions have had their pay envelopes fattened by war, 
there are millions of others who are threatened with 
the loss of their homes, their insurance, their life savings, 
as they desperately struggle to survive this conflict. 
Crush them and you cripple America, says Senator 
Thomas, as he boldly outlines the remedies we must 
adopt if these forgotten twenty millions are to survive. 
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THE PRESIDENT’S 
PALACE FAVORITES 


by CHARLES MICHELSON, 
former Publicity Director, 
Democratic National Committee 


Behind the scenes in the White House is a 
coterie of confidential advisers as fascinating 
as any that surrounded kings of old. Year 
by year the courtiers have changed, but the 
court goes on. Follow the comings and goings, 
the schemes and feuds of the Palace Guard, 
from Brain Trusters Moley and “Tommy, the 
Cork,” to “The Secret Six,” with Charlie 
Michelson who, for 12 years, sat in the inner 
circle and who pictures the whole amazing 
panorama of dealers behind the New Deal. 


teh 


Have you ever thought what attracts 
people so strongly to The American 
Magazine ... what makes it a news- 
stand sell-out . . . why millions of its 
readers pass on their copies to others? 


You'll find the answers in the scores of fea- 
tures of our May issue. . . all complete 
in this issue .. . and balanced editorially 
between fiction by the best contempo- 
rary authors on one hand, and instruc- 
tive, constructive articles'on the other. 


This balanced reading diet is no acci- 
dent. The American Magazine derives 
editorial inspiration from the aspirations 
of those balanced millions of “people 
who give a damn,” America’s middle 
millions whose ballots, cast at the news- 
stands, dictate our publishing policy just 
as their opinions, voiced at the polls, 
determine the destiny of this Nation. 


SHARE IT, THEN SAVE IT FOR THE 
GOVERNMENT'S WASTE PAPER DRIVE 
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Centaur Division of Sterling 
Drug, which last May recalled all 
stocks of Fletcher’s Castoria when 
the product was discovered to be 
nauseous, is about ready to re- 
introduce the product in a nation- 
wide campaign in all major media. 
Except for the “emergency” adver- 
tising last year in newspapers, the 
company has confined its Castoria 
advertising exclusively to maga- 


zines and farm papers ever since 
1939. Company officials have 
already indicated their satisfaction 
with the job done by newspaper 
advertising in getting the adulter- 
ated product off the market and 
have intimated that this medium 
is to play a dominant part in giv- 
ing the newly-packaged product, 
already introduced to the drug 
trade via business papers, the 


widest possible reintroduction to 
the nation’s mothers. Radio, which 
carried the messages of the spoiled 
Castoria as a public service, is 
also likely to be given a substan- 
tial piece of business by the Cen- 
taur people to herald return of 
the product. 
* * ca 


Announcement will be made in 
the near future that Verne E. Bur- 
nett, General Foods vice-president 
in charge of public relations, has 
resigned to open his own public 
relations organization. It is re- 
ported that GF will not replace 


him, since Mr. Burnett’s No. 1 
client will be General Foods. 


* * * 


WPB is reported to have made 
overtures to Kenyon & Eckhardt, 
which is doing a creditable job on 
the waste fats drive, to take over 
the waste paper salvage campaign. 
K&E was forced to turn down the 
bid because of its own manpower 
shortage. 

* oo ok 

It is probably true, as has been 
said recently, that 90% of all war 
contracts now are fixed price con- 
tracts, but don’t let that mislead 


Lf 


Oklahoma’s Biggest Industries 
Need No Retooling for Peace 


Oklahoma’s food and Oklahoma’s fuel are today feeding allied 


armies and powering friendly planes. As long as there is a war 
you can expect to see beef from Oklahoma’s plains and oil from 
Oklahoma’s derricks on every fighting front. When the con- 
flict is ended no other industries will move over to the peace- 
time production line as quickly, as quietly, as completely. No ad- 
justments are required to flow Oklahoma’s petroleum into a pri- 
vate car instead of a jeep. No retooling is necessary to convert 
Oklahoma’s broad and productive acres to the post-war job of 
feeding the world. This is important in your study of after-the- 


war markets. Be ready to cultivate and save the market which 
will be ready first. 
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you. On a dollar volume basis | 
cost-plus-fixed-fee contracts  stijj 
represent a much larger share of 
the total than 10%. In the cage 
of air force contracts, for example | 
it is estimated that about 40% of 
the dollar value of contracts ip 
force is still on a cost-plus basis, 

* * #* , 


Reports have it that during the : 
next several years, General Mills © 
will make a conscious effort to © 
play up its corporate name in pro. ~ 
motion and advertising, so that 
the company itself, as well as its 
leading brands, will be well and 
favorably known to the public. 

* * 


If you put your ear to the 
ground hard enough, you can hear 
faint rumblings to the effect that 
the Advertising Federation of 
America, whose annual meetings 
have not been too dramatic in re- 
cent years, may stir up a few 
animals with a pronouncement or 
two at its wartime conference in 
Chicago in June. 


oa * * 


Alberta expects to be back in 
the travel promotion picture this 
season, with advertising that will 
be designed primarily to build up 
a favorable public attitude toward 
postwar touring in the Canadian 
province. 

1% * * 

Straws in the wind: At least 
one important merchandiser of 
steel is starting to promote civil- 
ian goods sales, indicating not 
only that military demands for 
steel have tapered off somewhat, 
but that some segments of the in- 
dustry anticipate additional pro- 
duction of civilian goods within a 
reasonable time. 

k oo * 


Batten, Barton, Durstine & Os- 


born will shortly open its 11th 7 


branch office in Detroit, to service 
the recently acquired De Soto ac- 
count. The town is being shopped 
for suitable quarters now. 

* * ok 


Note of candor: If you’ll look at 
the list of subsidiaries of Ameri- 
can Home Products Corporation 
on Page 512 of the current “Stand- 
ard Advertising Register,” you'll 
find, sandwiched in between Mid- 
way Chemical Company and 
Oxzyn Company, the John F. Mur- 
ray Advertising Agency. 

* * ok 


Discontinuance of Raleigh cig- 
aret premiums is hurting sales of 
the cigaret, if you can believe 
dealers in New York, who insist 
that sales of this brand have 
dropped substantially since the 
premium coupons came off the 
package. 


Waterfield to Agency 


Albert J. Waterfield, formerly in 
the sales and advertising depart- 
ments of the Ball-Band plant, 
Mishawaka, Ind., maker of Ball- 
Band footwear, has joined the 
copy department of the MacDon- 
ald-Cook Company, South Bend, 
Ind., and Chicago agency. 
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ROU? 


— ecumen she was just the cute trick who 
took your dictation. Or so you thought. 


Today, she’s the girl who stuck it out on Bataan. 
Or is writing brave letters to a South Pacific ad- 
dress. Or coming off the swing shift with smudge 
on her nose. Tomorrow, she'll be doing the big- 
gest job of all. A job in a home of her own. 


Do you think she cares about smart sophistica- 
tion? The goings-on of cafe society? Her own 
people—her own problems—these are her life. She 
prefers to read what she knows and understands. 
She is proud of her place in the great middle class 
of America. 


As it turns out, maybe you didn’t know her at all. 
It may be to your advantage to start knowing her 
now, and start her knowing you. She will come in 
mighty handy in the coming era of postwar com- 
petition. Her brand-consciousness comes years 
younger than in any other group of women in 


America. And she is not particularly conscious 
of merchandise she does not know by name. 


Faweett’s editorial character singles out great 
“packages” of these young, brand-conscious, 
middle-class readers. In Fawcett Women’s Group, 
Men’s Unit, Life Story, Magazine Comics, and 
Mechanix Illustrated, we deliver them to Amer- 
ica’s advertisers month after month—for a total 
of 93,137,808 newsstand purchasers per year. 


Take a look—a good look—at this great American 
and the magazines she reads. She’s in the market 
for everything. And through the magazines she 
reads—actually reads—you can sell her. 


* * * * 


FAWCETT PUBLICATIONS, INC. 
1501 Broadway, New York 18, N. Y.—360 North Michi- 
gan Avenue, Chicago 1, IIl.—Los Angeles 14, Pacific 
Mutual Bldg., Edward S. Townsend Co.—San Francisco 
4, Russ Bldg., Edward S, Townsend Co, 


f The middle class is the class of America 


—BETTER TAKE A LOOK AT HER: 


i” 3 Fawcett Women’s Group (True Confessions, 
"i Movie Story, Motion Picture) has 3,101,993 
monthly circulation. Over 93% are women; 73% 

in young 18-34 age group; 78.9% are married or 


& ' expect to be in 6 months. In 1943 alone, Amer- 
rn, ica’s great middle class had $40 billion in op- 
i. tional spending-power—and spent the major por- 


tion of this vast sum on branded merchandise. 


% \ 
HOW SHE FEELS ABOUT BRAND SALES BEFORE, 
DURING AND AFTER RATIONING: 


Discontinuance of coffee rationing makes it a model for postwar study. In 
New York, for example, almost 40% of all coffee consumed was bulk coffee 
before rationing. Now see what has happened since: 


ADVERTISED BRANDS vs. BULK 


AVERAGE SALES PER STORE 


NOVEMBER 1942 TO OCTOBER 1943 JANUARY 1942 TO OCTOBER 1943 
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Store Sales Gain; 


‘42 Exports Above 
Prewar Levels 


Commerce Dept. 
Lifts Secrecy on 
Trade Statistics 


Washington, D. C., April 5.— 
Remarking that nearly all the gain 
is attributable to the rise in prices, 
the Department of Commerce re- 
vealed today that retail store sales 
in February totaled $4,828,000,000, 
a gain of 8% over the same month 
a year ago. Because February had 
29 days this year, however, the 
department said the actual gain 
was only about 5%. 

The retail sales index figure for 
February was 177, only slightly 
lower than the all-time high set 
in January. 

On a seasonally-adjusted basis, 
the major groups of nondurable 
goods stores showed little change 
from January. Filling station sales 
continued the gradual upward 
trend of the last few months. 


Some Increases Shown 


Among durable goods stores, the 
building materials and hardware 
group and jewelry stores showed 
January to February increases of 
2 and 8%, respectively, after ad- 
justment for seasonal variations. 
Automotive store sales showed a 
decline of 5% from January, but 
were still 14% above the same 
month of the previous year. Home 
furnishing store sales dropped 7% 
from January to February. Those 
changes from the preceding month 
in durable goods store sales were 
largely offsetting, and the durable 
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goods group as a whole declined 
less than 2%. 

The 20% decline in apparel 
store sales from the same month 
a year ago was due to the buying 
wave in clothing and foot wear in 
February, 1943, as a result of the 
shoe rationing order, the depart- 
ment said. General merchandise 
store sales dropped 6% from the 
unusually heavy sales recorded a 
year ago. All other major groups 
of stores, except the home fur- 
nishing group, showed increases 
over February, 1943. 

The Department of Commerce 


also revealed that it has made 
available on requests full statis- 
tics on export and import trade 
with the other hemisphere repub- 
lics for the year 1942. The lifting 
of secrecy on these figures—im- 
posed for security reasons—is to 
aid exporters and importers in 
their study of postwar markets 
and supply sources. 

Made available are a trade anal- 
ysis with summary statistical ta- 
bles and detailed tables by com- 
modities and countries. 

At the same time the depart- 
ment announced release of figures 


on U. S. Foreign trade with all 
countries for 1941, hitherto re- 
stricted. 

The data shows that despite 
shipping and materials shortages, 
our exports to the other American 
republics in 1942 amounted to 
$718,000,000, exclusive of military, 
strategic and crucial commodities. 

While a decrease of one-fifth in 
value and approximately one-third 
in physical volume from the un- 
precedented high level of 1941, 
this figure was well above the lev- 
els of the immediate prewar years. 

Our trade with the republics to 


Advertising Age, April 10, 1944 


the south came to have a specia] 
significance to United States ex. 
porters, representing as it did, to. 
gether with Canadian trade, by far 
the major part of commercial ex. 
ports. 

Lend-lease shipments accounted 
for only $35,000,000, or 4.8%, o 
total exports to the American re- 
publics in 1942, whereas goods 
shipped under lend-lease to ihe 
rest of the world, except Canada, 
were running 90% of total exports 
by the end of the year. 

Exports to Latin American coun- 
tries reached their lowest level for 
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the war period in the second and 
ial third quarters of 1942, as short- 
wey ages of goods and cargo space be- 
a came acute, and were accentuated 
a: py additional and more complex 
“a export and shipping controls im- 
ed posed by the U. S. government. 
of | Compared with 1941 
c- @ In the last quarter of the year, 
2 however, shipments began to in- 
ey crease, continued to increase at 
rts about the same rate in the first 
quarter of 1943, and in the second 
| and third quarters of 1943, as the 
i shipping situation became easier, 


reached the relatively high levels 
attained during the corresponding 
periods in 1941. But shortages of 
supply for export persisted for 
many commodities in the trade. 
During 1943 as a whole exports 
to the Latin American republics 
exceeded $800,000,000. The com- 
parisons, however, are in terms of 
value. The physical volume of 
commodities exported to the 
American republics in the fourth 
quarter of 1943 was 15 to 20% 
above the low point reached in the 
second and third quarters of 1942. 


It was 25 to 30% smaller than the 


quarterly average in 1941. 

The value of imports into the 
United States from Latin Ameri- 
can countries during the first three 
quarters of 1943 was practically 
as large as during the whole of 
1942—-more than $1,300,000,000 for 
the year. In the second and third 
quarters of 1943 these imports 
reached a level above any period 
since 1920, when import prices 
were materially higher. This in- 
crease came partly as a result of 
the relative ease in the shipping 
situation and partly from the pro- 
gressive fruition of the procure- 


ment programs of the United 
States in Latin America. 

From the point of view of the 
other American republics, main- 
tenance of the value of exports to 
the United States in 1942 was a 
major factor in maintaining their 
extractive industries and internal 
economies. 


Names John Budd Co. 


The John Budd Company, New 
York, has been named national 
representative of the Post Herald, 
Vicksburg, Miss. 


—_—_~ 


work, 


quarter. 


CHILTON 


Chilton sources and influence are world-wide. 
Company (Inc.) has an equal interest in Business Pub- 
lishers International Corp., publishing THE AMERICAN 
AUTOMOBILE (Overseas Edition), 
INGENIERIA INTERNACIONAL, 
INGENIERIA 
struction Edition, and EL FARMACEUTICO. 


AMERICANO, 
trial Edition, 


REVIEW OF OPTOMETRY 
NCE IM 


Chestnut and 5éth Sts., Philadelphia 39, Pa. 
100 East 42nd Street, New York 17, N. Y. 


ienioy THE JEWELERS’ CIRCULAR-KEYSTONE 
e THE SPECTATOR PROPERTY INSURANCE REVIEW e OD. & W. 


THE SCENE: A typical section of America’s great industrial 
heart, throbbing to the beat of war. 


THE ACTORS: An overseas visitor of high military rank, and 
his opposite-number guide from our own general staff. 


THE LINES (spoken breathlessly by the quest): 
“Tt’s colossal! Utterly astounding! Even though I’m secing tt, 
I just can’t believe it! It’s the miracle of all time!’ 


COMPANY (INC.) 


Chilton 


EL AUTOMOVIL 
Indus- 
INTERNACIONAL, Con- 


Wey 


AUTOMOTIVE AND AVIATION INDUSTRIES e 


Unlike some creation of legerdemain, the miracle that is today's 
America was not born of mirrors. Rather, it is the perfect, substan- 
tial flowering of a concept nurtured from pioneer days . . . the idea 
that nothing material is impossible of accomplishment when the prin- 
ciple of free enterprise is accorded free play. 


There are those, however, who scorn the worth of individual effort, 
self-reliance, thrift, economy and similar virtues which attend free 
enterprise and on which—alone—the security of both the individual 
and the nation can safely rest. Dazed by the heady wine of unaccus- 
tomed recognition, these Ishmaels of economics cry aloud for higher 
taxes with which to "soak the rich, and redistribute wealth" . . . see- 
ing, in their ecstasy, only the mirage of a tax-built Utopia where pro- 
duction goes magically forward without any man having need to 


Though we, at Chilton, could have no quarrel with taxation, as such, 
we do feel strongly that restrictive levies can destroy the desire to 
produce ... can make mere phantoms of those potent shifts now 
streaming from our factories . . . can uproot, in both individuals and 
business groups, that distinctly American initiative on which freedom 
for the whole world now depends. 


THE MIRACLE FOR A MIRAGE? 


We, at Chilton, subscribe whole-heartedly to the American system 
that is based on the promise of profit from free enterprise. And, in 
our sponsorship of publications which cover many business fields; we 
shall continue to defend that system against attack from whatever 


Europe Seen as 
Potential Market 
for U.S. Exports 


New York, April 4.—Europe, not 
Latin America, will be the big 
export market of the United States 
after the war, Rolf von Heiden- 
stam, chairman of the Swedish 
Trade Mission, said yesterday at 
a luncheon given by the Chamber 
of Commerce of the State of New 
York. The value of the postwar 
market in Latin America is being 
exaggerated, he declared, adding, 
“T have been there, and from what 
I have seen I think you are being 
a bit over-optimistic. If we have 
a big foreign trade market it must 
be in Europe and in Russia.” 

Although the picture is a bit 
uncertain in Russia at present, Mr. 
Heidenstam predicted an evolution 
for that country. Russia will have 
substantial mass production, he 
added, but will not have such large 
export possibilities as the United 
States. 

Ralph Johnson, sales manager 
of International General Electric 
in Colombia, voiced his prediction 
that Colombia will be one of the 
important postwar markets in 
Latin America for U. S. machin- 
ery. Its purchases of consumer 
goods will be limited, but the 
country’s plans for expanding 
Colombian industry will stimulate 
imports of durable goods of all 
kinds from the United States, Mr. 
Johnson pointed out. 


Bendix Names McCarthy 


A. L. McCarthy, formerly man- 
ager of the Detroit branch of Ben- 
dix Home Appliances, Inc., has 
been named manager of the com- 
pany’s newly established Chicago 
branch, which, effective April 15, 
will occupy quarters at 1746 
American Furniture Mart, 666 N. 
Lake Shore Dr. The Detroit branch 
has been changed to an indepen- 
dent distributor, the company now 
having only two factory branches 
—Chicago and Cleveland. 


30 out of Oklahoma's 77 
counties produce 100% 
of the State's lead and 
zinc... To lead and zinc 
add 90% of the State's 
coal and coke and 69.5% 
of its oil and gas, and 
you have a picture of the 
wealth of the 
Magic Empire—70.5% of 
the State's total. With its 
many 


mineral 


indus- 
tries, agriculture and live- 
stock, the Magic Empire 
is Oklahoma's richest No. 
| Market, blanketed only 
by KVOO, which also 
serves rich bonus coun- 
ties in Kansas, 


important 


Missouri, 
and Arkansas. 
Source: Oklahoma Geolog- 


ical Survey and Tulsa Cham- 
ber of Commerce. 


Incorporated 


EDWARD PETRY & CO. 
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Wivevisers Step [one's cake, the company abandoned BRAKE Suoz Wars ON WeaR | “Objective Job American Home,’ ) 
this combination “as a matter o Ansencen rasarch groxp to make vital paris leat longer , = ’ eretoce, 
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The world knows Dayton best sete 
for its internationally sold Sh 
Refrigerators and Cash Registers cee 
—but thousands of other nationally ote 
and internationally demanded products eee 
| in widely diversified fields are ‘Made in once 
a 2 e ete 
We oshed: What oo do Dayton, Ohio, U.S.A.” pe 
you listen to most? In a recent nation-wide, all-county survey, RR 
ople were asked: ae 
re] _— Here are just a few: Sete 
‘‘What radio station do you ae 
 @ SAID list to 12”? y Accounting Chewing Gum _ Paint and "6% 
uster most . ; : were 
WMAQ Machines Fire Fighting Varnish ae! 
In the Chicago area— America’s second larg- Golf Clubs Equipment _ Dress Patterns te 
est market—42% of the thousands who an- Optical Lenses Clothing Machine Tools Se 
swered named WMAQ. This overwhelming Tives Paper Soaps ore 
choice of WMAQ is peaees than that ac- Plastics Greeting Cards Publications os 
MORE PEOPLE ANSWERED corded to all other Chicago network outlets oe 
combined. oe 
| “WwW M AQ’ | This fact is a fitting tribute to the great Postwar Dayton “se 
shows, the expert production and the fine e 
THAN THE NEXT 3 transmission which are characteristic of with its 456 industrial plants ae 
NBC’s key Midwest outlet. re 
hee ‘ will be bigger and busier ae 
STATIONS COMBINED! To blanket the 2,855,700 families in the aa —— te 
Chicago area—to cut a cash slice of this than prewar Dayton 
$3,500,000,000 market—astute advertisers “ 
place their local and spot campaigns on WMAQ. *. 
America s No. 1 Network ee 
Sy THE 8 
a RRCW-CROM = They all tune to the =e NAL-HERALD : 
=f JOURNAL- : 
® - . ‘ * ‘. 
National Broadcasting Company Pere ee : 
A Service of Radio ° 
4 : Corporation of America ve 
It’s a National Habit mamm Nationally Represented by The Geo. A. McDevitt Co. “ 
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Justice Department 
Ready to Protect 
Postwar Free Trade 


Associations and 
Cartels May Look 
for Opposition 


Washington, D. C., April 6.—The 
Department of Justice, always on 
the alert for violations of the anti- 
trust laws, anticipates a busy time 
during the reconversion and post- 
war period, when cartels and trade 
associations may be inclined to 
place artificial restrictions on the 
free flow of trade. 

Barring a change of administra- 
tion or policy, business can expect 
that Assistant Attorney General 
Wendell Berge and the staff of the 
Anti-Trust Division will be alert 
for any sign of efforts to allocate 
markets, or set up standards which 
would bar newcomers from enter- 
ing an industry. 

In pressing this free trade pol- 
icy, the Roosevelt administration 
has made a half circle from the 
hectic days of NRA, when pri- 
vately prepared codes became the 
law of the land, and all of busi- 
ness and industry was encouraged 
to join associations dedicated to 
the single purpose of reducing 
competition. 


Handled 125 Cases 


Since NRA collapsed, more by 
its own weight than by the order 
of the Supreme Court, the Depart- 
ment of Justice and the Federal 
Trade Commission have handled 
125 cases in which trade associa- 
tions were charged with restraint 
of trade. In almost every case, 
the elimination or minimizing of 
price competition was the chief 
aim of the business group cited. 

Trade associations first flour- 
ished in the United States during 
the 1890s, but 56% of the 1,500 
associations which are now active 
nationally or regionally were 
established since the last war, ac- 
cording to the Senate’s temporary 
national economic committee. 

Wartime stimulated associations 
because small industries found 
that the only way they could com- 
pete with large industry was to 
work together. NRA provided a 
tremendous spurt for the move- 
ment, for nearly 23% of the or- 
ganizations now existing were or- 
ganized between 1933-36. 

Department of Justice officials 
expect that wartime also will give 
an impetus to proposals within 
existing and new trade associa- 
tions for services and operations 
which may violate the anti-trust 
laws. 

Industry advisory committees of 
government war agencies perform 
many functions which would ordi- 
narily be considered a violation of 
the law, but the Department of 
Justice has granted these organ- 
izations immunity so long as they 
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JACKSON | 
MISSISSIPPI 


MISSISSIPPI'S 
1943 SALES 
OVER 
$1,170,000,000 


1943 sales in Mississippi, in- 
cluding value of manufactured 
products, totaled over $1,170,- 
000,000.* Retail sales accounted 
for over $519,000,000.* 

WSLI offers you effective cov- 
erage of Jackson - Mississippi's 
“Double Return" market — at 
less cost! 

*Tabulated from State Tax Commission 

Reports 
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follow procedures set forth in an 
agreement with the war agencies. 

For instance, members of an in- 
dustry must not ordinarily meet 
to determine production quotas, or 
to exchange information about 
rates of production or production 
costs, yet WPB industry advisory 
committees are permitted to do all 
these things, so long as they are 
meeting at the call of WPB, and 
the rules of procedure are obeyed. 

Under these rules, the commit- 
tees must confine themselves to 
purely advisory functions. While 
they may recommend production 


quotas and rates of production, 
these recommendations must be 
ordered by WPB and policed by 
the government. 

In most cases where trade as- 
sociations violate the anti-trust 
laws, the offense is based on a 
single act or collection of acts 
usually designed to eliminate price 
competition among the members of 
the industry, or to eliminate out- 
siders or get special trade benefits 
for association members. 

There are a whole group of 
trade association practices, for in- 
stance, which the Department of 


Justice may add up to indicate ef- 
forts on the part of the association 
to allocate markets. These prac- 
tices include pricing and policing 
devices. 


Figures Indicate Agreements 


For one thing, the Department 
of Justice considers that any effort 
by a trade association to distribute 
production figures for the confi- 
dential use of its members is a 
sure sign that an agreement exists 
to limit production. In accordance 
with the finding of Justice Clarke 
on the American Column & Lum- 
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ber Company case, the depart. 
ment believes that “genuine com. 
petitors do not report intimate 
business details to their rivals.” 
Attempts to fix and establish 
prices, a carry.over from the NRA, 
are a frequent cause of anti-trust 
actions. These agreements may 
use a basing point or price zone 
system, restrictions on discounts 
or conditions of sale, and the filing 
and dissemination of future prices, 
Some associations were charged 


with conducting cost surveys 


which were used for the basis of 
prices. These prices were en- 


PERSINALIT 


Brush Creek Follies is not only recognized as 
the “Heart of America’s” greatest radio-stage 
show, but thousands of radio listeners have 


. 


come to know KMBC intimately through per- 
sonalities appearing both at the Follies and 
over the air. Completing its seventh consecu- 


se 


tive season in Kansas City, the Follies has heen 
attracting S. R.O. crowds. This talent is 
filtrated into KMBC’s broadcasting schedule 
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Advertising Age, April 10, 1944 


forced by policing members of 
the trade to insure obedience. 

One common practice which fre- 
yentiy leads to evidence of pri- 
yate price control is an effort by 
the trade association to distribute 
detailed cost accounting informa- 
tion. Officials say that in many 
cases such accounting systems are 
a blind for a pricing formula. Co- 
operative marketing by competi- 
tors, although sometimes permitted 
during wartime in WPB transpor- 
tation regulations, is ordinarily 
illegal. 

Also revealing are the methods 


which a trade association may 
adopt to enforce its private pro- 
duction and sales allocations. 
Sometimes, for instance, a firm 
which does not cooperate in a 
pricing agreement is subjected to 
a price war by members of the as- 
sociation. Other times, the as- 
sociation checks up on pricing, 
and levies fines on members who 
violate the agreement. 

In their efforts to eliminate com- 
petitors, members of trade associa- 
tions often attempt to control the 
channels of distribution, or obtain 


special discounts and other bene- 
fits for their members. 

In controlling the channels of 
distribution they may threaten 
producers with a boycott or pro- 
pose to favor special products un- 
less they agree to sell directly to 
the members, or to stop selling to 
other groups or consumers. In 
many cases, they seek special dis- 
counts in violation of the Robin- 
son-Patman Act, which required 
that a seller charge the same 
prices to all buyers under the same 
conditions of sale. 

Private grading systems may 


also be a source of trouble, when 
a trade association seeks to have 
its grade accepted as standard for 
the product, but refuses to permit 
non-members to use the grade. 


Names Mrs. Carothers 


Mrs. Minna Hall Carothers, re- 
cently engaged in special organi- 
zation work for United China Re- 
lief and the 1943 Victory Book 
campaign, has been named direc- 
tor of public relations for S. Duane 
Lyon, Inc., New York agency. 


“Food Scout” is Nancy Goode’s claim to friendship with KMBC’s tuners-in. She 
tells homemakers daily of best buys in produce direct from the food terminal. 


RADIO STATIONS ARE 
RECOGNIZED BY THE 
COMPANY THEY KEEP 


treat Farm Audience turns to KMBC as Phil Evans, director of farm service, 


broadcasts findings three times daily from radio station’s own livestock farm. 


Hae. | 


Knowing how to win friends and influence 
listeners has a great deal to do with the 
operation of a successful radio station. 
KMBC of Kansas City credits its micro- 
phone personalities for the prominence it 
has attained in the “Heart of America.” 
These personalities, through their abilities 
as specialists in various phases of micro- 
phone technique, have established for 
KMBC a loyal following of deep-rooted 


listeners. These listeners welcome KMBC 


ities 


ph 


Personal 


World NeWS importance demands the “know how” attention of a news editor such 
as Erle Smith. He directs KMBC’s department of three full-time radio newsmen. 


personalitiesintotheirhomesasthey would 
friends from next door. Consider, too, the 
extent of this closely knit following, for 
“the company KMBC keeps” is more such 
personalities by far than any other radio 
station in its service area. Add to this the 
fact that KMBC has been basic affiliate of 
the Columbia Broadcasting System since 
1928, and you can well understand why 
KMBC stands head-and-shoulders above 


every one else in the “Heart of America.” 


Livestock Interests have given KMBC exclusive right for marketcaster Bob Riley 
to broadcast official market reports direct from Kansas City’s livestock building. 


ae > 


Producer Control 
Seen in Postwar 
Product Retailing 


New York, April 4.—Fewer and 
stronger automobile dealers, build- 
ing materials “department stores,” 
and trends among paint manufac- 
turers to own retail outlets and of 
textile producers to control output 
from mill to consumer, were pre=- 
dicted today by Glenn Griswold, 
editor of “Planning” newsletter, 
before the Sales Executives Club 
of New York. 

One large plumbing and heating 
concern, he said, is now in the 
process of “dumping its 19 ware- 
houses on its wholesalers.” This 
policy, ADVERTISING AGE learns, has 
been adopted in part by American 
Radiator & Standard Sanitary Cor- 
poration, National Radiator Com- 
pany, and United States Radiator 
Corporation. American Radiator’s 
wholesalers have taken over some 
of its warehouses, but an execu- 
tive of this company emphasizes 
that postwar policies have not 
been formed. 

Mr. Griswold pointed out that 
the Producers Council, composed 
of building material and appliance 
companies, may open “department 
stores” on the outskirts of large 
cities after the war, which would 
supervise installation and use of 
these products in the home. 

Motor car manufacturers, he 
said, would develop some of their 
major outlets not only into auto- 
motive but home appliance depart- 
ment stores. 


Canadian Post Office 
Launches Ad Drive 


With the slogan, “Addresses on 
the Move,” the Canadian Post 
Office Department has scheduled 
700-line advertisements in a com- 
plete list of daily and weekly 
newspapers and large-size inser- 
tions in magazines and farm 
papers of the Dominion to inform 
the public of the movement of 
mail to the armed forces and to 
describe its new priority, casualty 
card plan which provides for the 
quick delivery of mail to those in 
military hospitals. 

Copy will also explain what a 
burden the war has placed on the 
Post Office, which last year deliv- 
ered 31,500,000 letters to those in 
the armed services. The Walsh 
Advertising Company, Toronto, 
handles the campaign. 


Agnew Quits Paramount 
to Join Selznick 

Neil Agnew, formerly vice- 
president in charge of distribution 
at Paramount Pictures, Inc., has 
resigned to assume charge of dis- 
tribution for the David O. Selz- 
nick enterprises, New York. 

Mr. Agnew will have full charge 
of the sales of Vanguard films and 
Selznick International pictures 
throughout the world. He had 
been with Paramount for the past 
25 years and became vice-presi- 
dent in 1935. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the theusands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 

100,080 readers daily! 
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JOURNAL-COURIER 
NEW HAVEN, CONN. 
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COPYWRITERS - ART DIRECTORS 


We're not kidding ourselves. If you’re the kind of person 
we’re looking for, you’re going to be mighty hard to get. 
You’re too good not to have had plenty of offers in times 
f like these — offers that have failed to tempt you with some 
pretty fancy increases. 
’ But you’re also too smart not to know what some of those 
; offers are all about. Or what so many war-inflated appropri- 
ations are going to be worth to any agency when the war is 
over. Too smart, too, to want to be a member of a substi- 
tute team. 


* * * 


Our proposition is different. 

Of our more than thirty men in the service, exactly two 
are cub copywriters, and a few are junior assistants in the 
art department. None are major creative men. 

And we have no million-dollar war babies among our fifty- 
odd accounts. 

Our present creative staff is the largest in our history only 
because of normal growth of normal business. We’re paying 
the largest salaries in our history only because we have better 
people than ever before. 

They’re people who can’t be tempted away from us easily 
because they know that in all our twenty-seven years we’ve 
never had a wholesale slaughter, that we’ve never cut a single 
salary, and never expect to. 


* * * 


We want you, and we’ll be glad to pay you well, on that 
same basis. 
We want your help on significant national accounts like 


Casco Electrical Appliances, Firestone Industrial Products, 
Soft-Lite Lenses, Eaton Papers, Van Heusen Shirts, La Cross 
Nail Polishes and Manicure Implements, Clairol Hair 
Tints, Supremacy Drug Products, B.V.D., Pilot Radio, Silex, 
Universal Cameras, Doughnut Corporation of America — and 
many others which we expect to be far larger after the war 
than either during it or before. 

We want you because you have ideas of your own that are 
different from ours— because you’re impatient with too-rigid 
patterns — because you’re willing to stand up and fight for 
your way of doing things— because the more different types of 


sound thinking we can assemble, the stronger and more ver- 


satile our agency will be. 


* * * 


We want you because you believe our work, as exemplified 
here by a few typical specimens, is simply swell, but are sure 
that you can make it better. 

We need you because our unique methods for putting 
national advertising to work on America’s retail counters are 
attracting many new accounts in many different fields. 


We want you for keeps, because we are building a perma- 
nent organization. There has never been a year, good times 
or bad, wartime or peace, that wasn’t bigger for us than the 
year before. 


And we must have you NOW, because we can’t start build- 
ing too early for what looks to all of us like the greatest 
opportunity for growth any agency ever had. 

Sound like something you’d want to know more about? 


Write full details about yourself to Copy Chief, Grey Adver- 
tising Agency, Inc. 


” GREY ADVERTISING AGENCY, INC. 
° 166 WEST 32nd STREET, NEW YORK 
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qeriising Age, April 10, 1944 


DEAR JOE . . . . BUSINESS CHART OF THE WEEK 


..... THE PAY-OFF . . . . OTHER FEATURES. . . | 


Dear Joe : 


Each week G. I. Joe, former young adman, 
gets a letter from a prominent advertising 
man, discussing some basic situation or point 


of view that will be important for “Joe” to bear in mind when he returns to 


civilian life in the advertising business. 


Dear Joe: 

Maybe you’ll be interested in what my 
own 18-year-old boy wrote me when I 
asked him how he expects to prepare 
himself for the advertising agency busi- 
ness when he gets out of the Army. He 
said: 

Dear Dad: After this war is over 
and I’m discharged from the Army, I 
would like to go to some college for 
at least two years. In college [I would 
like to take such subjects as psychol- 
ogy, journalism, English, ete. After 
the war I think colleges are going 
to continue their speeded-up program 
and there will be a trend toward 
junior colleges. .After “getting edu- 
cated,” I would like to get experience 
selling at some store, trying out my 
newly acquired theories and learning 
the viewpoint of the buyer and con- 
sumer. After I get some practical ex- 
perience in selling, I would like to 
start in the production department of 
your organization and gradually learn 
all the angles. 

Bob. 

If colleges do continue their speeded-up 
program of teaching... if those students 
who are willing to cram are enabled to 
secure the equivalent of a four-year col- 
lege course in two years .. . then, Joe, 
lads like you will have an opportunity to 
devote a year or two to the mastering of 
all-around business acumen before seek- 
ing specialized advertising agency jobs. 

The youth who possesses a particular 
talent has been too anxious for its prac- 
tical development to get actual sales ex- 
perience first. After four years of col- 
lege, he rebels at the thought of a year 
or two in a retail store... or “peddling” 
merchandise on the road. He feels so old 
... there seems to be so little time left. 
He sees other boys who graduated from 
high school and didn’t go to college, well 
dong in their careers. So into an agency 
he goes, to forever after know only the- 
oretically how a retailer thinks and acts. 


He will never know what my father 
used to term “the feel of merchandise,” 
Joe. Nor will he ever (unless he is the 
exception to the rule) know how John 
Doe, the common citizen, reacts. 

Joe, in the highly competitive postwar 
days, over-productive America will need 
something more than men who can twist 
words into pretty 
phrases. Advertising 
copy andartare 
about as important 
to the all-over func- 
tioning of an adver- 
tising agency as the 
label on the product 
is to the complete 
production of the 
product itself. The 
big rewards will go to 
those who understand 
what makes the busi- 
ness wheels revolve. 

The advertising agency has come a 
long way since its original entree as a 
publication brokerage agency. The name 
“advertising agency” is a misnomer to- 
day — the term “business agency” better 
befits the true functions of the modern 
agency with its departments of research, 
merchandising and product development. 

Its enlarged scope of operation is all the 
more demanding in its requirements for 
a fundamental “know how” in the addi- 
tions to its staff. Nothing irritates a 
client more than to discover that raw re- 
cruits are using his business as an educa- 
tional medium. The client expects a plus 
from his agency personnel—never a de- 
ficiency in anyone assigned to his all- 
important problems—not even in its most 
minor aspect. 


Emil Brisacher 


EMIL BRISACHER, 
President, Brisacher, Van Norden 
& Staff, San Francisco. 


lhe Pay- Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mail 
wder advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
tre invited. Whenever possible they will be answered here. 


. BY THE MAIL ORDER MAN 


To the experienced mail order adver- 
ser, position in a publication is an im- 
portant factor. He has learned by re- 
pleated tests that it can make a difference 
in returns, often large enough to tip the 
talance to profit or loss as the case 
may be. 

So much does it mean to him that he 
will often willingly pay a large premium 
fr a preferred position—as much as 
double in some rare cases. And always he 
fights and argues to get an increasingly 
tetter position. Ask any advertising man- 
ager of a publication carrying much mail 
wder copy and he will tell you emphatic- 
ily of the struggle he has to satisfy com- 
Ming advertisers. Those advertisers 


taving priorities on the desired positions 
Will hang on to them like grim death and 
lhe others wait eagerly to snap up these 
Msitions if one opens. 
In general (there are some exceptions) 
he front of the book is better than the 
ack pages—as much as 40% for one ad- 
Yettiser whose records I have seen. Page 1 
(age opposite inside front cover) is best 
Md then the succeeding pages drop down 
about 10% each until pages 5-6-7 and 
Ueceeding pages are little better than 
Pages way back. The page opposite Table 
* Contents is also often requested be- 
“ise readers are likely to look for this 
#least once and often several times. 
é. right-hand page (contrary to some 
‘ty logical arguments and readership 
tys I have seen) is sought by most 


mail order advertisers in preference to a 
left-hand page position—some experi- 
enced advertisers citing an average differ- 
ence of 10% in results. 

For small ads, a common request is for 
right-hand page, top of column, next to 
reading matter. Logically bottom of col- 
umn should have some advantage in the 
greater ease of clipping a coupon to reply 
but apparently this is offset by quicker 
visibility at top of page. 

Usually mail order advertisers do not 
want covers—at least at the premium 
price usually asked. It is the general ad- 
vertiser who is willing to pay this pre- 
mium and perhaps wisely so because of 
the probable greater visibility due to po- 
sition and the extra color. There is a fur- 
ther disadvantage in covers for the cou- 
pon advertisers—readers are disinclined to 
mutilate a cover by tearing off the cou- 
pon, 

There is one seeming and logical excep- 
tion to the rule of bigger results from 
front-of-book pages. This is where prod- 
ucts of the same general class are grouped 
together somewhere else in the publica- 
tion—as tool advertisements in the back 
of mechanical magazines. I judge the 
same rule applies here as with book or 
theater advertisements in a newspaper— 
people get accustomed to looking in the 
same section and so results are better than 
as if any one ad were in another position. 
Yet I have sometimes wondered whether 
these tool or theater or book advertise- 
ments might not be more effective if they 
were all moved to front of the publication. 


the Creative Wane Lovin 


When this Corner began its education 
in advertising, a very great deal of it took 
place on a long succession of Thursdays 
—the day The Saturday Evening Post 
comes out. 

And somehow it has always seemed to 
be the Post and Collier’s and Life that 
were the textbooks of the craft where 
printed advertising was concerned. Here 
were the big campaigns and the announce- 
ments, the highest-flying copy and the 
great artwork. 

But recently we think there has been a 
change. 

Perhaps it is the want of new models 
and new products that makes the once 
exciting pages now seem dull. Perhaps 
it is the endless, tired, war tie-ins; the 
advertising that doesn’t have to sell. Ads 
with headlines like “Masterpiece of Fine 
Craftsmanship” (for Waterman pens) 
and “The Might of America Starts with 
Coal” (a B&O Railroad masterpiece). 

Unfortunately, these are not isolated 
examples. 

We think there is a new and better 
school today, and we think maybe it 
points to something very good to come. 
It is a school that sticks strictly to busi- 
ness and you'll find it in the women’s 
service books. 

Take a look at these headlines—a num- 
ber of them from consecutive pages in the 
current issue of Ladies’ Home Journal: 

We found our dream apartment in the 
house nobody wanted. (Armstrong Lino- 
leum) 

First aid for drowsy rooms. 
burgh Plate Glass) 

To the 5,600,000 newlyweds who have 
yet to furnish their homes. (Kroehler 
Furniture) 

Doctors prove 2 out of 3 women can 
have more beautiful skin in 14 days! 
(Palmolive) 

Trushay . . . the ‘beforehand’ lotion. 
Guards lovely busy hands. Used before 
every soap-and-water chore. 

No other shampoo leaves hair so lus- 
trous, and yet so easy to manage! (Drene) 

Do’s and don’ts every woman absentee 
should know. (Kotex) 

What doctors say about baby skin. 
(Mennen antiseptic oil) 

Duz does everything—all 3 kinds of 
wartime wash! 

If I had invented a cleanser... I’d 
have made it just like this. (Bon Ami) 

Now you can get lighter cakes that stay 
fresh longer. (Spry) 

Frigidaire gives you 7 rules for making 
better frozen desserts. 


(Pitts- 


2 nifty, thrifty meals from this 1 can 
of beans. (Stokely) 

Lemons to the rescue! Or how to help 
wartime meals with flavor, color and 
health. (Sunkist) 

Those are headlines that make sense. 
And so does the copy that follows each 
one. 

Look it up in the Journal, McCall’s, 
Woman’s Home Companion, Good House- 
keeping, Better Homes & Gardens .. . 
American Home. 

And if you think this new school lacks 
a little of the glamor of the old, if you 
think the “recipe formula” now is set— 


forget it. 

Here is the text from the current 
Woodbury ad: 

“This is’ IT—The starry eyes. The 


boomp-boomp-boomping of the heart. The 


fireworks in the bloodstream. This is IT 

. . what the poems are all about... 
what the songs sing about. This is what 
little girls are made for. The strains of 
Lohengrin. The enchanted aisle. The 
you-and-me-forever-after feeling. 

And now-and-forever-after loveliness 
... for kindling and rekindling romance 
... you entrust your complexion care to 
Woodbury, the Facial Soap made for the 
skin alone. You take a daily Woodbury 
Facial Cocktail to cleanse, refresh, enliven 
your complexion. Your face... after 
that luscious lathering . . . is clear and 
smooth and soft. This is the Woodbury 
invitation to beauty.” 

That, in the humble opinion of this 
Corner, also is advertising! 


Do you expect the first models available after 
the war to be drastically improved ? 


Business Chart of the Week 


CONSUMERS VIEWPOINT ON PosTwaR PRODUCT IMPROVEMENTS 


a a s 
et 


Would you hesitate to buy if there are no 
immediate improvements over prewar models? 


If models are the same as they were in 1940 will 
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Hope Continues 
to Top Hooper 
‘First 15’ 


New York, April 6.—Jack Benny, 
who dropped to ninth on the list 
of “first 15” evening program 
Hooperatings for the two weeks 
ending March 15, moved up to 
third on the March 30 listing. 
Bob Hope continues in first place, 
followed by Fibber McGee and 
Molly in second. 

After Benny, the remainder of 
the list, in the following order, 
are: Charlie McCarthy; Walter 
Winchell; Radio Theater; Red 
Skelton; Joan Davis-Jack Haley; 
Take It Or Leave It; Mr. District 
Attorney; Abbott & Costello; Fred 
Allen; Screen Guild Players; Al- 
drich Family; Bing Crosby (sub). 

For the first time in many 
months Frank Morgan - Fanny 
Brice failed to make the “first 15’, 
which is accounted for by the fact 
that Red Skelton, previously not 
measured in the eastern time zone, 
is now included in this category, 
rating seventh in the list. 

The five top ranking programs 


listed in terms of number of lis- 
teners per set are: Great Gilder- 
sleeve; Charlie McCarthy; Your 
Hit Parade; Crime Doctor; Thanks 
to the Yanks. 

The program with largest num- 
ber of women listeners per set is 
Manhattan Merry Go-Round, with 
1.59; program with largest number 
of men listeners per set is Walter 
Winchell with 1.08; program with 
largest number of children listen- 
ers per set is Terry and the Pirates, 
with 1.44. 

The program with the highest 
sponsor identification index is 
Radio Theater, with 92.6% and 
correct product identification of 
92.5%. 


Knomark on WMCA 


Knomark Mfg. Company, New 
York, manufacturer of boot and 
shoe polish, has started sponsor- 
ship of “Steve Ellis—Speaking on 
Sports,” over WMCA, New York. 
The program is heard Mondays 
through Saturdays 6:45 to 7 p. m., 
EWT. Contract is for 26 weeks, 
effective April 3. Consolidated 
Advertising Agency handles the 
account. 


Boston-Banned 


Novel Will Be 
Advertised 


Boston, April 4.— The Boston- 
banned novel, “Strange Fruit,” 
will be advertised in 25 key cities 
throughout the country — quoting 
only Boston critics—Frank Taylor, 
representative of Reynal & Hitch- 
cock, New York publisher, said 
here today. The Bostonians have 
been unanimous in their praise of 
Lillian Smith’s novel of race con- 
flict in a Georgia town. 

In Boston, ads are scheduled to 
be run in newspapers every week, 
he said, despite voluntary with- 
drawal of the book by virtually 
all booksellers in the state. A few 
hardy shops in the suburbs have 
sold some copies; and Springfield’s 
biggest book store is selling the 
novel with a single objectionable 
word inked out of each copy. 

A Cambridge bookseller, Abra- 
ham Isenstadt, was arrested here 
today for selling the book, in a 
shop mainly concerned with scien- 
tific and economic books, to Ber- 
nard DeVoto, critic and historian 


and author of the best-selling 
“Year of Decision.” The sale was 
staged for a test case of Massa- 
chusetts’ famed obscene books law, 
under which “The American Trag- 
edy,” and books by Warwick 
Deeping and Ernest Hemingway 
have been banned. 

The publisher of “Strange Fruit” 
had been offered the opportunity 
of eliminating the one questionable 
word from the book in subsequent 
printings, for the appeasement of 
Boston, but declined to do so. 


J. G. Hagey Advanced 

J. G. Hagey, advertising man- 
ager of the B. F. Goodrich Rubber 
Company of Canada, has been 
named to the advisory council of 
the company. 


Blue Forms New Unit 

The Blue Network Company has 
formed an international division, 
with headquarters in the RCA 
building, New York, to coordinate 
all its foreign broadcasting activi- 
ties, especially as they relate to 
the exchange of programs with 
foreign companies. Donald Withy- 
comb has been named division 
manager. 


Siar See oe 


Conceiving their franchises as a trust, the stations of Westinghouse place service in the 
common weal above all other considerations. 


Altruism, yes.. but also a recognition of the fact that 


bread cast upon the waters returns manyfold.. that the community spontaneously rewards those who 


deserve well of it. 


interest in, and appreciation for, broadcasting. 


Among the Westinghouse public-service activities which have proved themselves through 


public acceptance are KYW’s “Radio Workshop,” a Summer course for school-teachers, to foster a greater 


“Adventures in Research”: Science simplified to the common 


understanding. Started locally by KDKA two years ago, it is now broadcast by more than 100 stations, 


coast to coast and, translated into Spanish, reaches South American listeners. 


of dollars’ worth of Bonds by mail, in more than thirty states. 


Sale of millions 


“By-Products of Broadcasting,” these may 


be called, yet they are an essential part of the broad base of popular acceptance and confidence 


upon which you build, when the stations of Westinghouse are integrated into your sales-plans. 


WESTINGHOUSE RADIO STATIONS Inc 


& WOWO + WGL * WBZ + WBZA + KYW «+ KDKA 


Consult NBC Spot Sales for availabilities 


Advertising Age, April 10, 1944 


Fawcett Survey 
Reveals 98% Find 


Manicure Vital 


New York, April 4.—Despite 
the increased tempo of wartime 
living, 98% of the girls find time 
to keep their nails looking trim, 
according to a _ recent survey 
among 1,100 women readers of 
Fawcett Publications who replied 
to the Fawcett Beauty Reader 
Forum questionnaire on hand and 
nail care. Three out of four mani- 
cure only at home, while 
occasionally visit a beauty shop. 

Although 17% of the girls find 
that, with care, a manicure can 
last longer than seven days, 58% 
feel that a weekly manicure is 
necessary. Nearly 97% use liquid 
nail polish, brown red continuing 
as the most popular color. Of the 
58% who report using a cuticle 
product, 77% prefer a liquid cuti- 
cle remover, 32% oil, and 17% 
cream. 

The forum report section on 
hand care revealed that 98% of 
the women questioned use a hand 
lotion or cream, preferring lotion 
in three out of five cases. Of those 
using lotion, 18% vote for three 
times a day as their standard 
application, as do 13% of the 
cream users. 

Four out of five of those who 
prefer a hand lotion continue its 
use all year round, with a similar 
percentage of cream fanciers also 
reporting no slack season. Almost 
two-thirds, 63%, own only one 
bottle of hand lotion, 78% one jar 
of cream. Very few deem it 
necessary to own more than two 
containers of either hand prepara- 
tion. 

The survey also reports that 
77% of the girls use their hand 
lotion on rough elbow surfaces as 
well as on the hands; 65% use it 
on arms, 48% on legs, and 31% on 
their ankles. 


Gets Paper Products 


The National Paper Products 


division of Crown-Zellerbach Cor- 
poration, San Francisco, has named 
Wortman, Barton & Goold, Inc., 
New York, to handle the adver- 
tising of several new products 
being developed for the consumer 
market. Radio, magazines and 
newspapers will be used. Michael 
M. Karlan, formerly of Hixson- 
O’Donnell and the Federal Adver- 
tising Agency, has joined WB&G 
as media director and production 
manager. 


Names Addison Lewis 


Addison Lewis & Associates, 
Minneapolis agency, has been 


named to handle the account of 
the Interstate Drop Forge Com- 
pany, Milwaukee. W. A. Grove 1s 
the account executive. 


This Is FAY MILLER 


LOND, vivacious Fay, whose 

young husband is a Canadian 
flyer, has been on the~ cover of many 
magazines. This shot she did to! 
EYE*CATCHERS is just one of 4 
series of ice cream subjects we g've 
each spring. 100 additional new April 
releases are ready for you. Clip tis 
ad to your letterhead for FREE 
proofs and details of EYE*CATCHER 
membership plan which brings you 
outstanding sales promotion photos ‘oF 
a little over $1 each. 


EYE* CATCHERS, Ine. 2° §: 9.5" 
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SMOKERS IN HAWAII arc just as critical 


about cigars, cigarettes and pipe mixtures as smokers are on the 
Mainland. If you could stand by the counters where tobacco is 
sold you’d realize this very quickly. 


Today, the demand in Hawaii for cigars, cigarettes and to- 
bacco is greater than ever before. Hawaii’s new population is 
responsible for this. We would like to tell you how many new- 
comers there are in Hawaii but military censorship forbids. 


If wartime circumstances have prevented you from carrying 
on sales promotion of your tobacco items in Hawaii, be sure at 
least to keep in touch with this important, growing market. As a 
reminder, Pin-Up Hawaii on your sales map. Then be ready 


when the opportunity comes to tell the public about the merits 
of your brands. And when you enter or re-enter Hawaii, choose 
the Honolulu Star-Bulletin to carry your message. For good 
reason: in Honolulu where the concentrated population of Hawaii 
is, the Star-Bulletin has a carrier delivery to 9 out of 10 homes. 


Honolulu Star-Bulletin — 


OVER 115,000 DAILY CIRCULATION 


FOR INFORMATION REGARDING SALES REPRESENTATIVES AND DISTRIBUTORS IN HAWAII, WRITE TO PORTER DICKINSON, ASSISTANT GENERAL 
MANAGER, HONOLULU STAR-BULLETIN, HONOLULU, T.H. OR O'MARA & ORMSBEE, INC., NEW YORK, CHICAGO, SAN FRANCISCO, LOS ANGELES 
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Livingston Retires service with that organization.) Ruth Crane to WMAL 

Charles A. Livingston has re-| He was formerly editor of Manu-| Ruth F. Crane has resigned from 
tired as public relations director | facturers News and before that| Station WJR, Detroit, to become of Price Controls 
of the Illinois Manufacturers Asso-| was assistant to the president of| director of women’s activities for a 
ciation, Chicago, after 30 years of| the Chicago Railways Company. Station WMAL, Washington, D. C. “Se ane4 


&§ Sought by Nargus 


Chicago, April 6.—Stricter en- 
forcement of food price controls 
and rationing—as a_ protective 
measure for legitimate operators 
of independent grocery stores— e i 
was asked by the National Asso- Sr 
ciation of Retail Grocers today. : 


Advertising Age, April 10, 1944 


BetterEnforcement| ( firsj Objective 
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In a letter to Rep. Howard W. Se ae RO SP 
Smith, chairman of the House nie darter tet 
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: ee select committee to investigate +$-o—) 

7 f Ae executive agencies, Mrs. R. M. 
4 % Kiefer, secretary-manager of the :- a 
’ ; association, suggested that the 


| mm |Emergency Price Control Act.) No DIVERSIONS—With 1,200-line 
Pee ae “neal *PROOF ON REQUEST  — | aa . which expires June 30, be extended copy in Canadian daily newspapers, 


for one year with revisions which] ¢h¢ Wartime Information Board is em- 


a would guarantee its successful and phasizing the importance of preventing 
; ISPATCH - COLUMBUS OHIO strict enforcement. ; further increases in the cost of living 
: td 4 The letter also asked that price| now and deflation later. The series is 
. eee control and rationing be limited! placed by the War Finance Advertising 
i a a - | ; . ‘: to cost-of-living foods in order| Group of the Advertising Agencies of 
that the two programs be more Canada. 
easily and effectively enforced and 
that compliance on the part of 


Lftusie is . 


world of tomorrow from 
talent discovered today 


grocers be more readily achieved. 
Using the experience of grocers 
during the entire period of ra- 
tioning and price control as the 
basis for its requests, the Nargus 
letter said: “Food price control 
and rationing should be limited to 
cost of living foods—those neces- 
sary for the maintenance of a 
well-balanced, essential diet. Lux- 
ury items should be eliminated 
from any price control and ration- 
ing program. By eliminating these 
luxury items, no harm will be 
done to the cost of living, and 
much of the trade burden of for- 
mula pricing, posting and report- 
ing will be eliminated.” 
Mrs. Kiefer said there are more 
than 700 items covered by the 
price control and ration programs 
at present, and that “we believe 
the items should be limited exclu- 
sively to cost of living commodi- 
ties which total considerably less 
than 100. 
“Of the items on the list today,” 
she continued, “600 amount to 
less than 10% of the food pur- 
chased by consumers. Hence, it 
seems that the programs are being 
unnecessarily complicated by con- 
trol over items which actually 
occupy a very small part in the 
over-all food picture. We believe, 
too, that even the cost of living 
commodities should be rationed 
only when they are in short sup- 
ply, or when there is danger of 
short supply. Such a change would 
simplify the problems of con- 
sumer, grocer, and governmental 


UBLIC SERVICE...AN OBLIGATION, | agency alike.” 


The Nargus letter asked for 10 
PRIVILEGE, AN OPPORTUNITY ae amendments to the Price Control 


Act, including one which would 
make the administrator of price 
control responsible only to Con- 
gress and thus remove the conflict 


LS SIRES he oe 7 between the Price Control Act, the 

Pine tient er Stabilization Act, and the Second 

h fo ie ieitiaale | War Powers Act. It also called 

Yout s for war. Not only in lost lives but in lost for judicial review by local fed- 
dint . YOUNG ARTISTS’ COMPETITION 


eos , eral courts of all price regulations, 
opportunities, lost dreams. A generation engrossed . : 


including power to determine va- 


with war might easily forget its struggling tal- The opportunity for a really tlensed young lidity of such regulations and in 
ted peopl h be th " . instrumentalist or composer to make his debut Po a, granting of inter- 
2 oe ted ai’ re into the world of serious music is all too rare ocutory rene. 


of tomorrow’s pe ceful world. ...even in Los Angeles and contiguous Hol- 


. KFI’s interpretation of Public Service as an “obli- : you Thm, omen, Ob pee Railroads 
radio's challenge. ' 


gation, a privilege and a promotional opportunity” 


saaet as They help make Buffalo the 
includes a vision of tomorrow as well as the reality The Voung Assen’ compethion, with becedemt = country’s second largest ship- 
of today. auditions accompanied by the KFI eocheniae, a ping center...and are one of 
is an open, democratic method by which de- | the widely diversified indus- 
1 Such Public Service programming builds radio lis- serving winners are given the opportunity for — that - Buffalo in = 
to . ; oreground as an essentia 
tener loyalty ...and this is one of the reasons for mm = musical debut page any ry — nate for present and post- 
: . Philharmonic under the baton of its distin- ; + tas 
KFI’s undisputed leadership i i, war sales activities. 
P pm has Angee. /, guished American conductor, Alfred Wallen- | , 
stein. 5 | 
This is the only radio program heard in this 
area offering a fine quality of Symphonic music 
LOS ANGELES with a distinct local flavor. In this respect it 
serves to build civic pride in these local artists i Buffalo 
N.B.C AFFILIATE + 50,000 WATTS + 640 KILOCYCLES * CLEAR CHANNEL and in Los Angeles’ civic music enterprise. Cc Oo U R 4 t K 
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Only Morning and Sunday 
Newspaper in Buffalo 


EDWARD PETRY AND COMPANY, INC., NATIONAL REPRESENTATIVES 


z om ee a a ' 
Pace F Vea acolyte: * co Sas 
J ee ool a Perera 2 7 EA Pe £ Coke Meeks ie i 
, ae Pa ae i ee ce ta a = (ed Z — ey The eee Are i Ee fe ae an = _" 
a ed = Bo eee ee eee a Sah eo ate, > ae ‘s z 2 Pe saa pe ig Fira Secs Woes Sa ei iad 
Bae ’ : : o a am: oe. ‘i Ce ee $ Bite is ir be Gat = 2 he a 2 
5 
thx 
im 
= 6 _ ee ’ * i a ; y : ‘ : 
ee, | 
bene 
‘ tee 
See 
- 
; ‘ <i . 
¥ e ts cn em Sey wo The Bee es te ee A 
' ae YM i ep ee a ee SS a re 
ais 4 Yee — : ' pee Cae a ae Lit ll Soins a =e ~ a ae me 
2 . 3 ve j i : ! 
4 rc . 
i x * ve oid ae sa ‘ ‘ " hag sii : z 
aie Pe 8S ee he -.* ee a oa Tans Pike. 
cas ™ gates: ple tens ea ee ate ri ee ee ia ” esd ns 5 
= a md 5 af aca ok an al ee, oe * 
: ' i "ere ae eo ee ee eT a a Ny Re : a 
SA Mom. eae ea! ee a age " Aha eee eee el a 
i a eae 58 ftey =! ee Re OF ie. ‘| i oo Fl ’ ; “lal 
2 a nia a fee Pie, Bar - 4 Te aay Me ee : ¥ ee 7 oh: ‘. r ation 
a ° S ie ae se ? Pee ce we, eS el ea ey ee My = : bh a 7 Gi : ae, 
cs er BAR og ies ‘ i. Pe ee ee ae be to te aaa Noa) 4 oi a a ee rie Se ia De 
rie i. Cee ee ‘ ‘ : 7 SP EE eal es ar see i) See or a ses 
ieee ah a ae ee ee ae ng 4 i DPS Te ee oa ae ee aa 7 2 ( 
ate ag ee Ta ees a ae es, . j sat hae ee Me. q a 4 Bek re, | ee ie 
9 veneer eae. “Q:. 2 be a a ae a a oa a a fag 
= ‘ ‘ cee Pea ew mes . 7 kg lal ; a Se Hg a i. re ae ae : ua 5 : 4 
eae caer te feet ne mae E > Ta ee ie a Jes r Ce a 7 
= ae cele, . aq Se eee : ie i ys me: a eae ‘9 : 
sare 5 So are a - ' 7 ae Pots - me Ses P ( 
Bal - ee i =, iy - fo 5 bh 
‘s . He er , Re is ey, *, A zi ts : onl ba a ee... nae ‘ as ea c -F ig i a 
a * 4 ae + ie 4 re, : $ Fgh e cs IE ale teil 4 | S ae eee 5 eae ee ee ue s ' ia ol 
seit Se aa eae: os Pe rrg Sol a > gy ‘ Qe sie ened ae Paes [a 
‘ aa he 5 <3 a * 4 3 ee eee BE Seale et ee me ee = a —_ _- 
_ : rig as a Se ee A a. Ne Es Sey ae ee ar ‘ei i ( 
Mg se in Rp, Sin Pe ON ON eed ie, oe ela Soom ; ed ah a Te 
4 * ia yh igs ge epee ee et ae Pove Ree go toe - ‘ Lot an : os hee eee hy ex Bag! as yi. 
4 ge ee ee ore i ype Ress. hoe, ae 2 oo ee ies: eos yy eT? e:. 
as Te tee Be i! — ae. a ee Ae or te aa ee fe —_ 
noes oe a iz ae) ge tal z 4 4 eee ; ee ia - P oy: 7 
es) A oe as _ ‘ , ler oy q ae ae eet eg Ne oe ee eee wr < SG peg ‘ 
“2m oe , : cee Sepa orien Arie,” 7 ane 
“ra "© gue epiinae toate a i mr 7 car pe cena a 
Re Bay he ° = + ef Haas oe & th ~ a3 ‘ 
5 loa ,  ermamiam  eaa 8 S - 13= eaeee ae . 2 * k ee = re aetel” 
Se : i S cledtae he soe ae a a a ee ‘ Pe ee ee oe 
: ‘i lll — eae ee ee eee 
sy my > . : iy eae : ; Z an - : i a ; bed bs . ‘ 
ea ; Bee by, ti lp, gy - a Bas. : _ j is 
a, ei ih, ; ae BI i ge pice ' as bis me, “a * et ony oaks eo Se ihe oe 
- i se J a a eee i Vee a ee ee ee O ri ee oe ae : aie idee ee eee. 
ey ae oe b aA : a ete aes pen , ee ee a ; Ff es — Beck ey A ae ee Reet) 5 
a7 ofa dll ty ae a ee ete? Cee ae ne : a ae Re: ne eS: oe 
‘ pe Ete “e ane + a a ane ee Bs. cries a Web i Bs arg ee cae 
ag ee ae ry + ie i z i ati Aoi oS ae aga el ed aa a ay pe ey ee > en 
: ae va bi ONC, «ny 2 2 oe ag ~~ ec: hy _ he) os oa, wl a 7a 
: Bei a. Ve ee ee ae ee a As :* ae 7 pie ee 3 a : oy eee ee. eS 
eR fae A a RS Mi i: ae ae Eee 5 Pye a: a a =) oe ee eS e. sree i pgs arg 
Roe OER i iy. ee Nes mie es 2 3 P A - a 2 Tear cae -S as ; ee aN aren ee eee 
5 gs TENE sie aaa Be a eee = il 3 be mm " oe ner eee ae "a Og ee is oe as | 
7 ; r ee Leg (ics reed ~~ . P 7 A oe ia! ere Se cey . eee eee gd 7 ae | 
f me eye oe ¢ 5 oe ae nig Salant 2 by © 7 Ce oh! 4 ee Chiat a 
‘ ir 2 ee Ae g ae * = we ae 4 a ere Sone et rey: ? 
; fees Lhe ok: Bes > Ae = x * eee he fe es ew 
eo ~ “Sea a, ; ; et ect 7 ee = eae 
Wes eg a toh |, Se ., 2a es aes Je ; , 
: death pag" Ba eee i ie ar eles : bp pel beak 
‘ ee is oe ae ee 
F Ee ore med ieee i yah ne 
= De Rp nl Sy ee oe: Ses a ee ae. a 
4 ee ee Pate See rer - Ee teu a ae 
Coo iy eR so Ape ey Bee 2 el ee eee 
i) eae ie iy a abi on te ES hc ake eh, ee med bam Pee oe 
a8 4 , ee eee Ss ee oS Se aA ae a *] 5 2S i ea Oe ee a 
eri; ey ew eee eee = ies Ws Miia gh z i r i rt oe F ‘Shes 2 ee Ss ors 5 Regia 2 _ : 
ig ‘4 : ) : -— Pai ia ‘ee men Ye ato cam peg Acs ears (es Fare ae “ide eee eae Sale: a) na ee r 
ee ps aie oe et st eegee, e e e ts ao Wes nied pee earn ten ise pare. Be a) i 
+ : 4 = a ne eee rec mee he ener : 
ae’ “=. 
: 
i 
me) 
aa 
a2 
Ba i 
il 
bd | 
ro 
aa: 
par 
mae 
WG aps 
er 
ing 
. ee 
as . 
5 ae — 
bem, 
# aster oak. Set ‘ * ” - , : . ; F ‘ : <> 
ig & . ra ‘ 4 i. ere YS a 7 net fied ~ 4 23 i £4, a de us Neos oe : AD ie b i: Ws Bi ae § hy oad ae ee * ner a? “2 mes nee 
ee rE } . ‘ cag Ss ; in Byte its a Re << a hie Cs 3 Nees ee is: Foy Ro ee 
i . & a aes “By oP ee ne DS A) as, ase <i ee Fa Sab S oe. suey : he rat 2 
:4 we ; oa & pis wae [Spee EF y aa Ch ge Sep eng: ee Nee ees TY ae — ~ ot ares ee x er et 
™ 2 % $2 2 Sg Were ae J cd ae A ‘7, C ae ips: ei ee ce ee A Pa SS ro 
ve PA ae 3 al ee se * ? ee ee 27 


me © Fastest Progress 
<u: |  @ LowestPage Rate Per Thousand 
‘| @ Greatest Reader Response 


GREATEST GAIN (41% 


in the Screen and 
Romance Field 


Hillman Women’s Group ABC report for last 

half of 1943 total net paid 1,475,265— 

shows an increase of 41% over first six 
months ABC period of 1943 


Leading advertisers have been quick to recognize and use 
the Hillman Women’s Group. Any Hillman advertiser who 


keys or coupons his replies has the proof in dollars and 


cents results. When you can buy the fastest growing group 
for the lowest page rate per thousand—and when you get 
readers who are made “buy-minded” by entertaining and 
helpful editorial pages, you’ve an unbeatable combination. 


x. Here are four good reasons for that “buy-minded’ attitude 


Mary Rollins — Editorial Marjorie Kuhbach—Editor Ruth Taylor— Editor of Real Judith Gardner—Food 
Director of Real Story and Real of Real Story, one of the most Romances, a talented and shin- and Homemaking Editor, who 


e Romances whose demands for versatile young editors ever to ing light whose ability reflects can cook a fine dish, sew a fine 
- perfect plots and smooth writ- nibble a well-aimed blue pencil. itself in the Editorial Group. seam and tell her readers how! 


of ing give her selections top edi- | 
torial prestige and significance. 


— = 


333 NORTH MICHIGAN AVE., CHICAGO 1 


REAL STORY... MOVIELAND...REAL ROMANCES 


Harold Hutchins, Advertising Director 
Hillman Periodical Building, 1476 Broadway, New York 18, N. Y. 


* 9126 SUNSET BOULEVARD, LOS ANGELES 46 
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Appoints A. A. Starin 


Arthur A. Starin, formerly with 
the S-M News Company, New 
York, and the Scholl Mfg. Com- 
pany and John F. Jelke Company, 
Chicago, has been named adver- 
tising manager of the Wool Nov- 
elty Company, New York. He will 
specialize in the promotion and 
sale of Woolfoam, a cleanser for 
woolens, and will have offices at 
1 Madison Ave. 


L. E. David Advanced 


L. E. David, formerly in charge 
of the wholesale sales department 
of the? Shell Oil Company, San 
Francisco, has been named gen- 
eral manager of the company’s 
marketing department. E, 
Raphael, formerly division man- 
ager in Seattle, has been named to 
= to Mr. David’s former 
post. 


Promotion Begun 
on U. S. Inspected 
Grapefruit Juice 


New York, April 4.— Promi- 
nently displaying the “U. S. Grade 
A Fancy” label, Florida Fruit 
Canners division of L. Maxey, 
Inc., Florida and Texas canner, has 
begun an advertising campaign 
for its Silver Nip grapefruit juice 
in the New York Journal-Ameri- 
can, World-Telegram, Brooklyn 
Eagle, Long Island Press, West- 
chester Group and the Newark 
Evening .News. 

The campaign is scheduled to 
run until April 12, with an exten- 


R.| sion beyond that date considered 


likely. Space ranging from 450 
lines to 160 lines is being used. 
Current copy is being placed in 
conjunction with the metropolitan 


Pe ia 


area distributor for the product, 
and the campaign may subse- 
quently be extended to other areas. 
Tracy, Kent & Co., New York, is 
the agency. 

Florida Fruit Canners is one of 
the members of the U. S. Inspected 
Foods Educational Bureau, a group 
of canners and packers whose 


products are put out under the|U 


voluntary inspection system of the 
Department of Agriculture, and 
this fact is heavily emphasized in 
the advertising. 

Two services are combined to 
insure quality on Silver Nip, says 
the copy. The first is the canner’s 
own control laboratory, and the 
second is a resident federal in- 
spector from the Department of 
Agriculture, who checks samples 
hourly to be sure required high 
standards are maintained. 

“He requires a fixed percentage 
of sugar, acid and oil content 
which, according to government 


a mae 
eae tenia ap 


= a 


experts, gives the best flavor and 
nutritional values,” the ad says. 
Alongside the illustration of the 
canned grapefruit juice is the U. S. 
grade label, which is further 
played up by a statement in an ad- 
joining panel which says: “This 
seal means that Silver Nip has 
been packed under continuous 
. S. Government inspection and 
is your assurance of guaranteed 
quality and flavor at all times.” 


BRISACHER SCORES 
GRADE LABELING 


New York, April 6. — Declaring 


that the threat of grade labeling 
still hangs over America even 
though its proponents are tempor- 
arily working underground for po- 
litical reasons, Emil Brisacher, 
president, Brisacher, Van Norden 
& Staff, yesterday told the post- 
war market planning group of the 
American Marketing Association 


Advertising Age, April 10, 1944 
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We and & de ? : 
ay-weve been like that ler years! 


Smart man, Mr. Roden. President of 
Harold H. Clapp, Inc., and knows a 
good thing when he sees it. 


Take me, for instance. I’m a typ- 
ical Cosmopolitan reader. I’m under 
35—married to a swell guy—have two 
young youngsters (who eat a lot of 
food — most of it nationally adver- 
tised)—and I’ve got enough money to 
warrant your careful consideration. 


Any wonder Cosmopolitan has 
been on the Clapp list for their fa- 
mous baby foods for the past 7 years? 


But young—that gets him! 


Like I said before, Mr. Roden’s a 
smart man. He knows that I’m young 


enough to still be forming brand 
preferences. He knows I’ve got my 
eye peeled for the best buy for ME 
all the time. Young enough so that 
I’m not an old fuddy-duddy when it 
comes to reading about new and dif- 
ferent products. Young enough to 
TRY what interests me! 


Pl-enty of us under-35's! 


The majority of Cosmopolitan read- 
ers are under 35. That’s easy to 
understand. Cosmopolitan is de- 
signed to appeal to us young ones. 


Plenty of good fiction. I’ve read 
many a best-seller in Cosmopolitan 
long before it became a best-seller. 
I get a kick out of that. 


[osmopolitan 


GREAT WRITING MAKES GREAT READING! 


Why don’t you get to know me like 
Mr. Roden does? No matter what you 
are selling it’s a pretty safe bet that 
I’m one of your best prospects, and 
once I’m your customer, I’ll stay your 
customer for years. And so’ll my kid 
sister. And my baby daughter. 


Perhaps you’d better tell your 
story to me. 


BUY QUALITY.. DEFINITELY SUPERIOR 
GRADE A—Grade labeling, bugaboo 
of trademark and brand labeling, is 
prominently displayed in this news- 
paper ad currently appearing in about 
10 New York dailies and one in New 
Jersey. The advertiser is Florida Fruit 
Canners division of L. Maxey, Inc., 
which released a limited campaign for 
its Silver Nip grapefruit juice in con- 
junction with its New York metropoli- 
tan area distributor. Tracy, Kent & 
Co. is the agency. 


that if grade labeling ever be- 
comes mandatory, the greatest un- 
employment in the history of the 
country will follow. 

Grade labeling would destroy a 
high percentage of the jobs nor- 
mally needed for the distribution 
and servicing of merchandise, he 
added, thereby lessening the buy- 
ing power that is required to keep 
production at a high level. Fur- 
thermore, said Mr. Brisacher, it 
would lower the values now being 
given by advertised brands. 


Adds Export Edition 
Fairchild Publications, New 
York, publisher of Women’s Wear 
Daily, will begin publishing in 
June a Latin American edition of 
“Fairchild International” to serve 
the textile and home furnishing 
industries of that continent. L. E. 
Williams, advertising director of 
Retailing Home Furnishings, has 
been named to direct the export 
division of Fairchild Publications. 


Rowe to Speak April 10 


R. C. Rowe, general manager of 
National Business Publications 
Ltd., Gardenvale, Quebec, will 
speak on “Postwar Trade Rela- 
tionships Between Canada and the 
United States,” at the April 10 
meeting of the Chicago Industrial 
Advertisers Association at the La 
Salle Hotel. 


Jester to Meissner 


Oden F. Jester, formerly vice- 
president in charge of sales for the 
Utah Radio Products Company, 
has been named a vice-president 
of the Meissner Mfg. Company, 
Mt. Carmel, Ill., maker of elec- 
tronic and radio materials. He 
will be in charge of the company's 
new sales office to be opened April 
15 in the Palmolive building, Chi- 
cago. 


“She got the idea from a 
blow-by-blow description 
over WFDF Flint.” 
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»xport 


The above illustration, painted by Edward Giesbert 
for Cutler-Hammer, Inc., through Kirkgasser-Drew Co., 


is in this unusual exhibition at the Art Institute. ‘ . 7 a ‘. ~ + +e % & > xX \ .% 4 


DESIGNED BY DON McCRAY 


ake a look for yourself, bring your clients, , 
see how the War has inspired some of the most extraordinary 
art in advertising. On exhibition now, at the Art Institute 


of Chicago, and until April 30th. Here is the big 


opportunity given you each year, by the Art Directors 
Club of Chicago, to study the originals and 


reproductions of the best advertising art created in 


the Midwest during 1943. If you want to be well informed 


— if you want to see something good—TAKE A LOOK! 


(Yes, some of our best clients are in this show) j 


COLLINS MILLER & HUTCHINGS | 
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Outdoor Displays 
Making Big Gains 
in Mexico City 


[Editor’s Note: The increasing 
use of outdoor advertising in Mex- 
ico City, arising from the stimulus 
to Mezxico’s economy of closer 
trade and political tie-ups with the 
United States, is detailed in the 
following story written for ApvER- 
TISING AGE by Arthur C. Hoskins, 
president, Al Fresco Advertising 
Company, St. Louis outdoor adver- 
tising concern. Mr. Hoskins, who 
has journeyed to Mexico City for 
the past 10 years for winter holi- 
days, is a director of the Inter- 
American center in St. Louis and 
a member of the scholarship com- 
mittee of the St. Louis chapter of 
the Pan-American Society. ] 

St. Louis, Mo., April 4.—Bril- 
liant spectacular signs and elabor- 
ate painted displays currently 
reflect Mexico City’s wartime pros- 
perity, a large amusement-minded 
transient population, and_ the 


TO MEXICANS —As in the United 

States, advertisers make good use of 

spectaculars in the growing Mexico 
City market. 


country’s growing war effort. 
Large amounts of American cap- 
ital have gone into the republic 
to buy needed raw materials from 
Mexico for our war effort. This, 
the Mexicans say, accounts for 
generally rising prices and active 
spending—one phase of which is 
increased advertising. Outdoor ad- 


vertising has gained a large share 
of this, since it is relatively more 
developed than other media. 
Mexico, our closest Latin Amer- 
ican neighbor, is regarded as a 
convenient test market for Ameri- 
can businesses, many of whom are 
going into the market both for the 
purpose of active trade and also to 
obtain experience in a close-by 
Latin American republic which 
may be used for later expansion 
in other South American countries. 


Set Up Branches 


This trade expansion has caused 
a number of important advertising 
agencies to establish or expand 
branches to serve their clients 
there, among whom are Grant Ad- 
vertising, D’Arcy Advertising Com- 
pany, and J. Walter Thompson 
Company. McCann - Erickson, 
which operates branches in other 
South American countries, is con- 
sidering the advisability of start- 
ing an office in the Mexican capi- 
tal. 

Many of the large spectaculars 
and painted displays, and all of 
the poster advertising structures, 
are owned by Grant Advertising, 
which consolidated several smaller 
outdoor companies. Grant’s out- 
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ONE-WAY 


TICKET TO 


GRIT-AMERICA 


GRIT—That’s the ticket! 


GRIT-—the only publication reaching all the more than half- 
a-million families constituting the Heart of Grit-America. 


Grit-America comprises 15,066 towns, each of less than 
2,500 population. One out of five of Grit-America’s more 
than 2,000,000 families read Grit regularly. 


They are the Heart of Grit-America! 


With Grit’s new, convenient format and added features, 
they read with new interest, more intensity. 


Yes, advertisers find that messages in Grit are seen—read— 
acted on! Make Grit your one-way ticket to sales in the 


Heart of Grit-America. 


You can do a more complete selling job with Grit. 


Curetstiie tek st 


Seni CEE EO EAS 


GRIT PUBLISHING CO., WILLIAMSPORT, PA. 


@ REPRESENTATIVES: Osborn, Scolaro, Meeker & Co.—New York and Detroit 
The John Budd Company — Chicago, Atlanta, Dallas, Los Angeles, San Francisco and Seattle 


SMALL TOWN AMERICA’S GREATEST FAMILY WEEKLY 


_|ing head-on 


ee 


door advertising department is 
operated by Augusto Elias, vice- 
president and account executive, 
who had organized one of the 
earlier outdoor advertising com- 
panies acquired by the agency. 
This service is freely patronized by 
the other agencies, notably D’Arcy, 
which maintains a  12-months’ 
showing of 250 panels for Coca- 
Cola. One or two other smaller 
companies offer painted display 
facilities. 

Mexico City now has a popula- 
tion of 2,000,000, is growing fast, 
and is thronged with diverse 
groups of affluent, money-spending 
refugees from European capitals, 
as well as more American visitors 
than ever before. These foreign 
elements are credited with forcing 
prices up, giving a spurt to luxury 
trades, and spawning flashy, ex- 
pensive night clubs. 


Brewers Use Displays 


However, this inflow of people 
has made the use of spectacular 
outdoor advertising very effective, 
particularly for beverages and 
amusements. Leading breweries 
compete on these displays as do 
our own brewers in the United 
States. 

The presence in Mexico City of 
large, open squares, studded with 
colonial churches centuries old, 
and filled with beautiful trees, 
lends in many cases extraordinary 
attention value to outdoor units. 
Certain head-on positions are 
available. One such, advertising a 
leading beer, surmounts Sanborn’s, 
the famous “house of tiles,” show- 
into the Avenida 
Madero, one of the major boule- 
vards. 

Traffic is very heavy in the 
streets, what with low taxi fares 
and unrationed gasoline, so that 
circulation values are high. 
Painted displays developed in 
Mexico City are reminiscent of 
Paris in the lush 20s. The building 
boom, which has resulted from the 
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FOR OXO—Goodyear tells its story 
of sturdy tires this way on one of the 
spectaculars located in Mexico City. 
Grant Advertising, Inc., is the agency. 


general inflationary picture (a part 
of which is the construction by 
American funds of a huge race 
track patronized by more than 50,- 
000 people), is still sending up 
many new buildings. 


Large Structures Built 


Many of these buildings on the 
main boulevards are faced with 
temporary painted display struc- 
tures, which are not the ordinary 
10x50 foot panels but run up to 40 
feet high and are approximately 
square. Many are elaborately 
painted, and often are embellished 
by neon. For the most part they 
are devoted to motion pictures. 

Mexican movies are a compara- 
tively new industry in the country, 
which did not content itself with 
Hollywood productions. It now has 
three producing companies, who 
have developed their own stars. 

Where snipe or 24-sheet posters 
are used in the United States by 
the movies, painted displays are 
employed in Mexico City. These 
big signs are maintained over long 


KANSAS CITY'S 
Only, Basic 
BLUE NETWORK Station 


CALL ANY 


JOSEPH HERSHEY McGILLVRA 
OFFICE 
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Old Buildings Used 


the Electric Auto-Lite Company 
account. 


Mexico City, founded in 1521 by 
Spaniards on a magnificent Aztec 
capital already several centuries 
old, has many old buildings and 
some of these have been used cus- 
tomarily for casual postings. Bull 
fights and other entertainments to 
which the Mexican populace is 


Gets Rayon Account 
Harold Bernstein & Co., 
York, converter of rayon fabrics, 
has named Norman D. Waters & 
Associates, New York, to handle 
its advertising. 


New 


sessions, one in the Morrison Hotel, 
Chicago, June 21-23; the other in 
the Pennsylvania Hotel, New York, 
June 26-28. Exhibits will be con- 
ducted at both sessions. 


Solon Called by WPB 


F. J. Solon, vice-president and 
director of sales of Owens-Illinois 


er 


Millburg to Agency 

Jack Millburg, formerly in 
charge of creative service for the 
Clegg Company, San Antonio, Tex., 
printer, lithographer and stationer, 
has been named an account execu- 
tive of Aniol & Auld, Advertising 
San Antonio, with whom he was 
associated in 1939. 


4 vs iy % “a oy = i Be 
iat: ia 
& iil &. ye Be <a oe oa aol a 


igen en 


with F. E. Molyneux and the Ne- 
well-Emmett Company, has joined 
the agency as art director. 


Miss Taylor to ‘Look’ 


Miss Toni Taylor, for the past 


nine years an associate editor of 
McCall’s, has joined Look as an 
associate editor, effective April 17. 


is # i os i 
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the end of the Zocolo. famous| S2les promotion manager for Nash-| culties, the National Association of|to work on problems regarding| Thomas A. Edison, Inc., Orange, Se 

uare in the center of Mexico| Kelvinator Corporation, Detroit,| Display Industries will depart) glass, metal, plastic and wood con- N. J., has named O. S. Tyson & a 
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beautiful cathedral. as associate account executive on| and will sponsor two Market Week antl vertising. Nye Pharr, formerly | - 


highly responsive are effectively 
advertising in this fashion. 
Twenty-four sheet structures are 


j Bal _ 

not quite standard with the Amer- : yction an o 
~ ican panels, and because of the dif- rwise see ynstt Ce (Sure. . 
‘ity. 9 ficulty of translation of the English _ othe @) mee .7 
ney. copy into Spanish idiom, they are : age 4 a If i In com pi 
neu less available hoon painted dis- Pp Y of cor te. line 1 is &reate h ts 

lays or especially printed snipe- S ‘ rt 
part oote, Coca-Cola has produced ent » one line 2. an 
by highly-effective runs, however, ‘ 

50. using its standard art work. D’Arcy 


handles these displays. 

up Outdoor advertising also is func- 
tioning in a highly important way 
in winning support for the war. 
The big populace is relatively iso- 

the | lated and less war-conscious than 

the American public because of the 


ruc- large numbers of Indians, who 
nary have little access to radios and 
4 = newspapers. 

el Carry Patriotic Appeals 

shed Grant, with a lively sense of 
they outdoor advertising’s potency, and 


S. in a patriotic spirit, has devoted all 
the imprints of every one of its 


ntry, poster structures to brief patriotic ; 
with appeals. On Avenida Paseo de La : 
has Reforma, regarded by many as one . 
who of the world’s most beautiful 


S. boulevards, ornate structures with 


sters fluted columns have been put up, ’ 
s by carrying messages proclaiming 

are Mexico’s support of the war. : 
hese Moreover, the monument to the 4 


revolution, one of the republic’s 
most important national edifices, 
has been conspicuously embel- 
lished with a flashing neon display 
reading “Mexico is for freedom— 
Fight for your mother country,” in 
alternating messages. Through the 
arches of this same monument, 
and effectively framed by it, an- 
other long reading neon has been 
placed with a similar patriotic 
appeal. 
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THESE DETROITERS WAITED IN LONG LINES IN BITTER COLD TO GET ADVICE ON FILING THEIR INCOME TAX RETURNS 


A Story of How THE POWER OF THE PRESS 
... Lhe Detroit Free Press...Came to the Rescue 


of Harassed Detroit Income Taxpayers 


Ronson Extends Contest 


Deadline for entries in the Ron- 
son Advertising Awards, adver- 
tising contest sponsored by the Art 
Metal Works, Newark, N. J., maker 
of Ronson cigaret lighters, has 
been postponed to May 31 at the 
request of many agencies and pho- 
tographic studios. The competi- 
tion requires the submission of 
illustrations of advertisements in 
which a Ronson lighter is included. 
Twelve prizes will be awarded. 
Entry forms and rules may be 
secured by writing to the Contest 
Office, Ronson Advertising Awards, 
6 E. 45th St., New York 17. 


Ayer Adds Two 


Mal McCrady, formerly with 
Roy S. Durstine, Inc., New York, 
has joined N. W. Ayer & Son as 
a representative in the New York 
office. Minnie I. Watson, recently 
in sales promotion work, has 
joined the educational department 
of Ayer’s Philadelphia office. 


ee 


Long, cold-numbed lines of Detroit’s befud- 
dled income tax payers standing day after day 
on the sidewalks outside the Federal Building 
—waiting to be shown how to file returns— 
fired Wm. J. Coughlin, Free Press Staff 
Writer with a desire to DO something about 
the situation. 


was FAST and the help was EFFECTIVE. 
A series of tax articles appeared in The Free 
Press—simple and to-the-point. A “class- 
room of the air” with tax blanks analyzed line 
by line was inaugurated. Readers and listen- 
ers seeking help were asked to phone for the 
assistance provided by volunteer tax experts 


recruited under The Free Press plan. ) 
Obviously sufficient extra help at government 


offices could not be added. The only other Here again the Detroit Free Press pioneered 
immediate solution would be to BRING help . . . by arousing officialdom to ACT in the 
TO the tax payer. AND SO IT BEGAN— interests of the people of Detroit. Here again 
HELP—ON A MASS PRODUCTION the POWER OF THE PRESS, The 
BASIS—sponsored, aided and abetted by 


ee Ce 


WANTED: 
ACCOUNT EXECUTIVE 
AND COPYWRITER 


Who Seeks a 
Comfortable Important Future 


@ Experienced man, draft-proof, who 
Writes terse, persuasive copy. can find 


writes terse, persuasive ropy. can find Detroit Free Press . . . was demonstrated .. . 
yy ee 


The Detroit Free Press with the fine co-oper- a power that is reflected in PLUS value for 


quirements: 
tive spirit, 


good appearance, coopera- 


attractive personality, en- 


ergy. ability to learn new | industrial ation of school officials and the Collector of all advertising appearing in Detroit’s only 
marital “status, “reason for’ deferment, Internal Revenue. Development of the idea morning newspaper. 


Salary desired, reason for changing, 
business history, qualifications. Include 
samples and photo, which will be re- 


turned. Strict confidence. 


ED WOLFF & ASSOCIATES 
428 Taylor Building 
Rochester 4, New York 


The Detroit Free Press 


Story, Brooks & Finley, Inc., Natl. Representatives 
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Names W. D. Warrick 


Wallace D. Warrick, who had 
resigned as vice-president of the 
W. E. Long Company, Chicago 
baker supply house, to engage in 
private practice, has been named 
by General Mills, Minneapolis, to 
conduct a study of the company’s 
present and postwar operations in 
the baking field. 


Starts Dealer Paper 
Globe-Wernicke Company, Cin- 


Sherwin-Williams 
Stays on Blue 
Throughout Year 


Cleveland, April 6.— Sherwin- 
Williams Company, whose 20-week 
contract as sponsor of the “Metro- 


program. An orchestra of more 
than 50 musicians conducted by 
Wilfred Pelletier will also be fea- 
tured on the new series. 

Warwick & Legler, New York, 
is the agency. 


Adds 18 Stations 


Mail Pouch Tobacco Company 
has added 18 stations of the south- 
western group to the lineup of 
Blue Network stations carrying its 
“Counterspy” program, making a 
total of 120 outlets. Walker & 


11 p. m., EWT. The latter pro- 
gram, a comedy quiz show, is 
heard Fridays 9:30 to 10 p. m., 
EWT. Both are aired in behalf 
of Raleigh cigarets and Sir Walter 
Raleigh tobacco. Russel M. Seeds 
Company is the agency. 


Buys New Series 


Following its sponsored broad- 
cast of the 78th program of NBC’s 
“Modern Romances” recorded 
series on April 14, Columbia Bak- 
ing Company, Atlanta, Ga., will 
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Warning to PRINTING BUYERS! | 


PAPER SHORTAGE | 
NOW CRITICAL | 


cinnati, O., maker of office equip- | politan Auditions of the Air” ex-|Downing, Pittsburgh, is the) present on April oy te 8 second. Se 
ment, has started publication of|pires April 9, has renewed the “i ings of the same feature over 30 out t 
te thy oe eS eet” ied | contract for an additional 32 weeks, Matchabelli Renews ailtems tn tee aetna daten, in 0 
i ditetrated among tts dealers effective April 16. This marks) since Matchabelli, I has| Freitag Advertising Agency, At- first 
and their salesmen. It is designed | the first time that the paint com-| owed the “Stradivari Orches, | /anta, handles the account. by 2 
as “a clearing house for successful|P@ny has continued its radio ad-|+-4» program over 40 NBC sta- omens — 
sales methods and ideas.” vertising on a year-round basis. tions, effective April 16. The show : assocsaree eonanens in di 
The program is heard Sundays|is broadcast Sundays 12:30 to 1| Urges Drug Promotion Seadeeme ees | Unite 
“_ 4:30 to 5 p. m., EWT, over 166 sta-/p. m., EWT. Morse International| Druggists have been urged by rans repre 
- ° \ | tions of the Blue Network. is the agency. J. Otto Kohl, president of the Na- Amer 
IMPSON-REILLY, LTD. Starting with the April 16 tional Association of Retail Drug-| JOINT APPEAL—Indicative of indus- will 
Publishers Representatives broadcast, the company will offer B&W Renews 2 Shows gists, to observe National First] try unity is this large-space newspaper times 
J a new program entitled “World of Brown & Williamson Tobacco Aid Week, May 21-27, by stocking} message, first of a series sponsored by are t 
SINCE 1928 Song,” which will Sentuce each|Corporation has renewed “Red|their shelves with an abundance | St. Louis ae ee +e + of col 
week two singers who have suc-| Skelton & Co.” and “People Are| of first aid supplies and by adver-| @ Peper conservation aid. Copies also wome 
a glen Pri tpi j|ceeded in becoming members of| Funny,” for 52 weeks Pain full|tising them through window dis-| @"¢ being widely distributed in the city. throu 
: the Metropolitan Opera Company | NBC network. The Skelton comedy | plays and in newspapers and over The 
through the seasonal “Auditions”|show is heard Tuesdays 10:30 to! the radio. the } 
New Sonotone the 1 
| Copy Highlights w. 
, i ; 4 . . majo! 
Milton K. Zudeck, Director of Typography of McCann-Erickson, tells why: Lifetime Service cruiti 
| | New York, April 4. — Con- ap 
6 fronted with the severest competi- snapt 
ATF Century Schoolbook fy Ge 
seen in years, the Sonotone Cor- a reg 
poration has launched an intensive a mo 
| ° * oy drive for its product, Sonotone 
is a natural for this! | hearing ald, based on. ‘the, theme, 
2 ee ee | “Uninterrupted hearing for the John 
rest of your life!” Bet 
More than 300 newspapers presic 
“The tension of the times ... the gripping tragedy portrayed here... pe page # Fagg th Com 
demanded simplicity and informality in type treatment. I had it from small space up to a quarter sea 
: : page, frequency of insertions de- for tl 
completely handset in the ATF Century Schoolbook family. pending om the sine of the market. ft. 
The impressive sincerity, clarity, and earnestness of these faces The new Sonotone copy em- agenc 
lend force to picture and text. They get across quick and clean ee | ee ee a ee 
in ... without calling attention to themselves.” Sonotone consultant and a pros- 
f — pective client, highlighting the fe) 
‘ Lo advantages of the product over pe 
a other hearing aids. It also empha- An 
 - — sizes proper adjustment of Sono- San 
te tone to individual cases by means by M 
of an audiogram, in addition to a consu 
lifetime service guarantee at the ton, a 
lowest long-range cost. The price McKi 
of $165 includes this service and cago. 
guarantees replacement of a defec- chief 
tive Sonotone for life. the Vi 
The campaign, which is sched- be in 
uled to run through the remainder 
of 1944, will be backed by con- 
sistent advertising in full pages in Elde 
medical publications. Plans are Fre 
also being made for a test of spot of pi 
radio announcements. Moto. 
Each ad will list the addresses  o 
of those of the 150 Sonotone con- pe 
sultants throughout the nation who Sow 
are located in the areas covered by augur 
each newspaper on the list. Lloyd, ice c 
Chester & Dillingham is the terpre 
agency. 


BALLOON 


J. Walter Thompson 
Names Vice-Presidents 


Six staff members of J. Walter 
Thompson Company have been 
elected vice-presidents: Paul Ber- 
danier Jr., Arthur T. Blomquist 
and Ruth Waldo of the New York 
office; and Fred W. Boulton, Harry 
Mitchell and George Reeves of the 
Chicago office. 

R. P. Castelo Branco, formerly 
chief copywriter for N. W. Ayer 
& Son and assistant manager of 
McCann-Erickson in Brazil, has 
joined JWT as head of its copy de- 
partment in Sao Paulo, Brazil. 
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NEW IDEAS FOR SALE 


We can clip all, or typical, business 
paper advertisements and editorial 
articles that will show themes for ad- 
vertising and publicity on products 
that are rationed or where high prior! 
ties limit their sale. Complete cover 
age for industrial products, food prod- 
ucts, home furnishings, etc. 

Write for Booklet No. 20, “How 
Business Uses Clippings. 


BACON’S CLIPPING BUREAU 


BUSINESS FARM GENER 
221 N. LASALLE ST., CHICAGO 1, tEL- 


Onyx 
Srush 


Lydian 


Have you a copy of the ATF 
Red Book of Types? If 
not, send for one on your 
letterhead. Also, single 
page specimens including 
complete alphabets of the 
above and other ATF faces. 


: The range of ATF faces is a complete keyboard of expressiveness. 

" From the delicate to the dominant... conservative to ornamental 
... traditional to modern brilliance ...every tone in the gamut of 

human emotions can be played to perfection in ATF type faces. 

AMERICAN TYPE FOUNDERS, 200 Elmora Ave., Elizabeth 3, New Jersey 


THIS ADVERTISEMENT IS SET 
IN CENTURY SCHOOLBOOK. 
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Pepsi-Cola Backs 
Nationwide Drive 
for Negro Nurses 


New York, April 6.—With Pepsi- 
Cola Company endorsing the drive 
and paying the space costs, the 
U. S. Cadet Nursing Corps has 
Jaunched a nationwide campaign 
to recruit Negro women for nurs- 
ing schools. 

The campaign, to run in all 
major Negro newspaper through- 
out the country during the next 
six months, is believed to be the 
first of its type to be sponsored 
by a large national advertiser. 

Six advertisements are included 
in the series, which was suggested 
and is being handled by Interstate 
United Newspapers, publishers’ 
representative for the majority of 
America’s Negro papers. Each ad 
will be repeated two or three 
times. Blowups of the entire series 
are to be installed at major points 
of concentration for eligible Negro 
women in metropolitan areas 
throughout the Negro market. 

The series has won approval of 
the War Advertising Council and 
the Nursing Council for recruit- 
ment of Negro nurses. 

Although each advertisement 
carries the logotype of Pepsi-Cola, 
major space is devoted to the re- 
cruiting appeals. Addressed to 
women 17 to 35 years of age, the 
ads offer them “free education, 
snappy nurse’s uniform, your com- 
plete tuition, room and board, and 
a regular allowance of $15 to $30 
a month.” 


Johnston Forms Agency 


Bert Johnston, formerly vice- 
president of the Ralph H. Jones 
Company, Cincinnati, O., and New 
York agency, and previously di- 
rector of advertising and display 
for the Kroger Grocery & Baking 
Company, has launched his own 
agency, Bert Johnston & Co., with 
offices in the Union Trust building, 
Cincinnati. 


Opens West Coast Office 


An office in the Russ building, 
San Francisco, has been opened 
by McKinsey & Co., management 
consultant of New York and Bos- 
ton, and the affiliated organization, 
McKinsey, Kearney & Co., Chi- 
cago. L. Edward Scriven, formerly 
chief deputy regional director of 
the WPB on the Pacific Coast, will 
be in charge of the new office. 


Eldean Opens Office 


Fred Eldean, assistant director 
of public relations for General 
Motors Corporation, has resigned 
to open his own public relations 
organization at 620 Fifth Ave., 
New York. Mr. Eldean will in- 
augurate a new publication serv- 
ice consisting of a “Current In- 
terpreter” letter which will be 
sent periodically to subscribers 
together with a “Reference - Ad- 
viser’”’ binder. 


FC&B Promotes Walter 


Edward C. Walter of the New 
York office of Foote, Cone & 
Belding, has been named an art 
director of the agency’s San Fran- 
cisco office. Gustave Posler, for- 
merly head of public relations for 
the Cunard Steamship and White 
Star Lines, has joined the Chi- 
cago office of FC&B. 


New Tangee Drive 


Luft-Tangee Ltd., Canada, will 
begin its largest advertising cam- 
paign May 1 for new Tangee 
Petal-Finish face powder. Cana- 
dian daily newspapers, national 
monthlies and business publica- 
tions, as well as English and 
French rotogravure sections, will 
be used. Export Advertising 
Agency, New York, handles the 
account. 


Postwar Industry 
Needs Intelligent 
Selling—Osbourne 


Minneapolis, April 4.—The ‘“‘toe- 
in-the-door” technique must give 
way to intelligent, enthusiastic 
selling essential to postwar pros- 
perity, but the only way industry 
can get such salesmen is by build- 
ing respect for the vocation of 
selling. 

That was the message of David 
R. Osbourne, Chicago training 
director of the Studebaker Cor- 
poration, to sales managers at a 
conference last week sponsored by 
the Minneapolis Association of 
Sales Managers. 

Mr. Osbourne suggested there 
were benefits in consulting United 
States Employment Service ex- 


perts, “the best you can find any- 
where,” and psychologists at local 
colleges for help in the task of 
picking the right salesmen to 
handle their particular products. 
He said every company should 
have its own specially - designed 
aptitude tests for salesmen be- 
cause general aptitude tests might 
lack validity for specific problems. 


Canco Advances Two 


Len D. Jenkins, formerly assist- 
ant to the general manager of sales 
of the American Can Company, 
New York, has been named sales 
manager of the company’s North- 
west district, with headquarters in 
Seattle, Wash. He succeeds R. L. 
Eddy, who has been named assist- 
ant to the manager of sales, 
Canco’s Pacific division, with head- 
quarters in San Francisco. 


RCA Names Blakeslee 


M. F. Blakeslee, who formerly 
handled department store sales of 
United States Rubber Company 
products nationally, has been 
named eastern regional manager 
for the sale of all products of the 
RCA Victor division of Radio Cor- 
poration of America. Mr. Blakes- 
lee, whose headquarters will be at 
411 Fifth Ave., New York, will be 
in charge of the territory extend- 
ing from Maine to Virginia and 
from New York to Cleveland. 


Booth to Pepsodent 


Morey L. Booth, assistant adver- 
tising manager of the Brown & 
Williamson Tobacco Corporation, 
Louisville, Ky., since 1941, has 
been named assistant advertising 
manager of the Pepsodent Com- 
pany, Chicago. 


A LETTER 


EVELOPING a family of healthy, fast-growing 


accounts in Textiles and Apparel could well be 


Seventh of a Series 


to the Advertising Agency equipped to father a 
post-war family of Textiles and Apparel accounts 


consumer advertising to give them ready acceptance 


in the stores and in the homes across America. 


> COLLINS | 
MILLER & 
HUTCHINGS 


@ Photo-engravers in Chicago 
a 207 North Michigan Ave. 


9 FRANKLIN S854 
Seeeeece 


one of the most important jobs any agency “new 
business” executive might undertake for those un- 
predictable after-war years. Agency direction can build 
a close-knit family of prominent trade names by de- 


veloping accounts in this strangely neglected field. 


Any agency now concerned with groundwork for 
profitable post-war operation should give the Textiles 
and Apparel Industry careful consideration. Here is an 
industry, second largest in wholesale dollar volume, 
offering unlimited opportunity for agencies to develop 


extensive advertising in trade and national media. 


Last year the output of women’s apparel alone 
was over three billion dollars. Yet, only a relatively 
few accounts have taken advantage of agency direction 
in developing the kind of advertising plans that give 
manufacturers, converters, and wholesalers the mar- 
ket control they need over products they make and 


distribute. 


More than 1600 Textiles and Apparel names are 
registered or renewed with the Patent Office each 


year. These names must have ample trade and national 


And for quicker acceptance by retailers (those 
important people who must sell your product) chan- 
nel adequate advertising in the publication they use 
most in their business. In Textiles and Apparel this 
publication is Women’s Wear Daily ...the daily news- 
paper that can be one of your biggest aids for building 
names in this big field. 


Whether your agency is scaled to handle one or 
a score of these accounts, the potential is great enough 


and varied enough for any agency. 


Wie 


You may wonder why we speak of Textiles and 
Apparel more and Women’s Wear Daily less. It's 
simply because every well-planned promotion of 
women’s Fashions and Fabrics (a major unit of 
Textiles and Apparel) must include Women’s 
Wear Daily. It is only natural that the majority of 
the linage used to advertise Fashions and Fabrics 
should appear in the newspaper referred to by 
buyers, retailers, manufacturers and wholesalers as 
their “business bible.” 


Women's Wear Dailv 


THE RETAILER’S 


NATIONAL 


NEWSPAPER 


Fairchild Publications 


WOMEN’S WEAR DAILY © DAILY NEWS RECORD © RETAILING HOME FURNISHINGS @MEN’S WEAR® CHICAGO APPAREL GAZETTE © FAIRCHILD’S TRADE DIRECTORIES 
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‘Institutional’ 
Copy is Run for 
Army Air Corps 


New York, April 4.—Govern- 
ment-paid advertising took an en- 
tirely new tack last week, when 
the Army air forces, which has 
been running a recruiting cam- 
paign in newspapers and magazines 
for the past six months, took 900- 
line space in every general daily in 


2 


MULTIGRAPHING—FILLING-IN 


ADDRESSING — MIMEOGRAPHING 
THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago Wab. 8655 


77 + Dae B- fi pene a 


the country to publish a “progress 
report” and to announce that the 
air forces program was ahead of 
schedule. 

In many respects, the advertise- 
ment marked the first use of “in- 
stitutional” space by the govern- 
ment on a paid basis, since the 
copy, signed by Gen. H. H. Arnold, 
not only did not seek recruits for 
the Army air forces, but declared 
that the ranks were temporarily 
closed, and wound up with this 
typical good-will building para- 
graph: 

“Meanwhile, in recognition of 
the overwhelming public support 
given the AAF, we shall continue 
to report developments—so that 
when we invite further active en- 
rollment on our flying team, the 
nation will be familiar with our 
activities and the vital nature of 
our needs.” 

Additional advertisements of the 


same character may appear from 


time to time, but none is scheduled 
at present. The ad declared that 
the AAF has returned 36,000 men 
who had volunteered for air crew 
training to their former commands, 
and that the AAF will not, for the 
the present, take any men from 
civilian life into air crew training. 
Enrollments in the 17-year-old air 
corps enlisted reserve have also 
been temporarily suspended. 

Geyer, Cornell & Newell is the 
agency. 


J. B. Stetson Wins Suit 


Profits and damages totaling 
$27,091 on account of trademark 
infringement and unfair competi- 
tion has been awarded to John B. 
Stetson Company, New York, hat 
manufacturer, to be paid by 
Stephen L. Stetson Company in 
settlement of a suit filed in the 
Federal Court in New York on 
March 31. 


Mi 


in his blaekgmith shop. 


” 


i 
Recently 280 members/of the American $ Scict in 
to see the marvels of modern scientific ste 
Massachusetts Steel Treating “Corporation of 
Joseph Boorky, President, and his sons.welcom id the scientists. 


Had such a group’ €ome fo Worcester.35 year Pago, they would 
have found Mr. Boorky -at 


the pan. Toe prion’ but at the 
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fieaetals came 
Utteating at the 
Worcester. Mr. 
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This plant is “only one amiong.the 400 different, ty yes of indus- 
tries which are packed into the Ee Cainer of the 1200 


factories where work is stable — no 


“and assuredly in the post- 


war period — whose employees are skilled and whose payrolls : 
are high, 
PAUL H. RAYMER CO. National Sales Representatives SASS A 
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DODGE service 


< THE Joe” 
KEEPS YOU "ON T ii 


of Dodge Dealers... working and serving... making sure ae 


DODGE 462d TRUCKS 


FAMILIAR NOTE—The Dodge division of Chrysler Corp. uses the familiar 

blue and white Dodge poster board as the dominant note in its new “job-rated" 

truck series appearing in national magazines, farm papers and trade publica- 
tions. 


Dodge Truck Links 
Magazines,Posters 
in New Ad Drive 


Detroit, April 4.—An unusual 
technique—the use of a _ poster 
message to dominate the printed 
page—currently is being used by 
the Dodge division of Chrysler 
Corporation in an extensive cam- 
paign for Dodge trucks in national 
magazines, farm papers and trade 
publications. 

The poster is printed in a dis- 
tinctive blue to contrast with the 
remainder of the advertisement 
and to center immediate attention 
on the message it displays. Dodge 
dealers are offered similar posters, 
in the same color and carrying the 
same message, for posting in their 
communities. 

In coordinating its advertising 
by this magazine-poster technique, 
Dodge is capitalizing on a tradi- 
tional advertising asset, the use of 
the long-familiar Dodge blue and 
white posters, with the distinctive 
“gas-pipe” lettering. Such posters 
long played a prominent role in 
the advertising of Dodge cars and 
trucks, and were given much 
credit for the public acceptance of 
the original Dodge car. 

The current campaign, released 
through Ross Roy, Inc., Detroit 
agency, is appearing in a group of 


six leading national magazines, 18 
trade publications, and a number 


of national and sectional farm 
papers. 

The phrase, “It’s a long way... 
to the last mile of a dependable 
Dodge,” is also featured in the 
current series. The expression 
was used as a separate poster, but 
where service posters are featured 
in magazine advertisements, the 
“Long Way” copy appears either 
as a headline or incorporated in 
the text. 


‘Beloit Daily News’ 
lst with War Bond Copy 


The Daily News, Beloit, Wis., 
ranked first in the nation in war 
bond advertising for the 4th War 
Loan drive among daily morning, 
evening and Sunday papers, Treas- 
ury Department figures showed 
last week. 

The News carried 191 individual 
ads during the drive, including 16 
full pages and 20 spreads, for a 
total of 166,000 lines. It had 
ranked 25th in the 3rd War Loan 
newspaper list. 


Joins Noyes & Sproul 
David Davidson, formerly with 
the advertising department of 
Smith, Kline & French Labora- 
tories, has joined the copy staff of 
Noyes & Sproul, Inc., New York. 


Named Owen Radio Head 


Bernard H. Pelzer Jr., formerly 
radio director with Abbott Kim- 
ball Company, has been named 
head of the radio department of 


John H. Owen, Inc., New York. 


tisers know it! 


If you even suspect there 
is a spot open on W-I-T-H 
..- quick check the facts. 
We're practically sold out 
24 hours a day. And for 
only one reason! W-I-T-H 
produces and adver- 
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od" human interest photograph, made 
ca. by Victor Keppler, is used in each 
ad to direct attention to a launder- 
cle ing problem on some material. 
The solution of the problem is 
farm then presented, with a strip tech- 
nique used to explain the proper 
a8 laundering method for that ma- 
lable terial Copy then refers to the 
the ease of postwar laundering with a 
oat Laundromat. : 
, bu 
ured Easy Operation Promised 
‘ 
e.. For example, the bath towel 
dj laundering instruction is accom- 
a mM panied by the promise that 
“There’ll come a day when wash- ' 
ing towels will be simplified to 
‘put ’em in—set the dials — take 
‘em out.’ They’ll come out gay s=SS= 
oy and luxurious, made soft and fresh 
Wis., by the Westinghouse Laundromat.” 
war Proper laundering procedures 
War will cover rayon dresses, table 
ning, linens, children’s clothing, slip 
reas- covers, men’s shirts, work clothes, 
owed knitted garments and bath towels. 
More detailed information is of- 
idual fered housewives in a 48-page 
ig 16 booklet, “Home Laundering Guide 
for a for Clothes and Fabrics.” Avail- ‘ 
had able without charge to the reader, aluable addi- 
Loan the ae emphasizes five main ein tremendously sm with lower 
points: 
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Opens Drive for 
Postwar Sales 
of Laundromat 


‘The Whistler’ Gets 
Cooperative Plug 

A cooperative exploitation cam- 
paign has been launched in behalf 
of the Columbia Pacific Network 
program, “The Whistler,” which is 
scheduled to make its movie debut 
April 11 in Los Angeles. Radio, 
theater trailers, newspaper adver- 
tisements and poster art are being 


In addition, Barton A. Stebbins 
Advertising, agency for the spon- 
sor of the radio version, Signal 
Oil Company, has prepared an 
insert for the Columbia Pictures 
press book on “The Whistler,” 
selling exhibitors on tie-ins with 
local Signal dealers and distribu- 
tors. Included in the press book 
is a new hanger suitable for place- 


Club Names Edwards 


G. Harold Edwards, comptroller 
of the Office of the Public Trustee 
for the Province of Ontario, has 
been elected president of the Sales 
Research Club of Toronto. 


Crandell Advanced 


Dean De Forest Crandell, direc- 


ani: 


51 
Williams Advanced 


Douglas Williams, assistant vice- 
president of the American Tele- 
phone & Telegraph Company, New 
York, has been named vice-presi- 
dent of the Southwestern Bell 
Telephone Company, St. Louis, in 
charge of advertising and public 
relations. 


KSLM Joins Mutual 


° ° . : in theater lobbies and under i 

employed by Columbia Pictures| ™ent in t _ tor of research for the National 
Automatic Washing Corporation and Columbia Broad-| theater marquees that urges: “See| Gypsum Company, Buffalo, N. Y.,| Station KSLM, Salem, Ore., has 
Machine Tested casting System to the mutual| “The Whistler” on the screen here.| since 1928, has been named vice-| become a full-time Mutual affili- 


in 25,000 Homes 


(Picture on Page 71) 


Mansfield, O., April 6.—With a 
four-color advertisement in the 
April 10 Life, Westinghouse Elec- 
tric Appliance Division will break 
an aggressive campaign in behalf 
of the Laundromat, the company’s 
automatic washing machine which 
has been field-tested in 25,000 
homes and is scheduled for nation- 
wide distribution after the war. 

The campaign “really is double- 
parreled,” declared Roger H. Bolin, 
advertising manager, “because in 
addition to featuring the Laundro- 
mat, the advertisements will help 
the government’s conservation 
program by providing timely in- 
formation on proper laundering 
technique for various clothes and 
fabrics with present equipment.” 

The advertisements, reaching 
37,000,000 readers, will also appear 
in The American Magazine, The 
Bride’s Magazine, Good Hoiuse- 
keeping, Parent’s Magazine, and 
Vogue Pattern Book. A four-color 


(1) Why it is important 
to buy wisely when purchasing 
new clothes and fabrics, and why 
these must be laundered properly. 
(2) How to buy wisely. (3) How 
to wash and iron the “weekly 
wash.” (4) How to launder house- 
hold furnishings which must be 


benefit of the screen and radio 
versions. 


Hear ‘The Whistler’ on CBS Sun- 
days at 4:30 p. m., PWT.” 


president in charge of research for 
the company. 


ate as a member of the Don-Lee 
Mutual network. 
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When the sternwheeler Muscatine from St. Louis docked at Knoxville 
last month with 70,000 bushels of wheat, it officially linked Knoxville 
with the entire Mississippi River—Great Lakes—Gulf of Mexico Water- 
ways System. Besides creating the world’s greatest power system, 
TVA with its huge dams and reservoirs of water has now developed the 
Tennessee River for navigation by the same giant freight barges that 
operate on the Mississippi. No wonder “Old Man River” says Knox- 
ville is the best dam market in the world. 


done occasionally. (5) How to 
launder delicate fabrics. 
Each advertisement will feature 
Ma photograph of the Laundromat, 
which Westinghouse developed and 
built shortly before the war. “This 
Postwar appliance,” copy declares, 
‘has proved that it can make 
dreams come true. Its operation 
is completely automatic —it fills 
itself with water, washes, rinses, 


oe ee 


ee 


spins clothes amazingly dry, shuts P n vast 
itself off.” It will operime of the very metals : : , : . : 
Fuller & Smith & Ross, Cleve- industries A chemicals, textiles, Business is skyrocketing in Knoxville today. It is FIRST IN 


land, is the agency. 


LET ME DOA 
MONTHLY POSTER 
MESSAGE FOR 
YOUR BUSINESS 


Give me a specific problem 
size of mailing list—and 
ll send you a “Picture 
Analysis” —specimens—and 


AMERICA IN RETAIL SALES GAINS. It leads the entire | 
South in department store sales increases. The tremendous new | 
industries attracted by the TVA pool of low-cost power are bring- 
ing new payrolls and new families to create an unexampled pros- | 
perity. Greater Knoxville over 200,000 population. As the heart — 
of the entire TVA development, it has the greatest future for 
permanent growth of any American city. 


KNOXVILLE 
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Apparel Concerns 
fo Show Quality 
of Known Brands 


New York, April 5.—Brand 
Names Research Foundation, in- 
corporated in New York last Jan- 
uary, has begun a research and 
public relations program to show 
the relationship of brand names 
and trademarked goods to business 
growth and quality merchandising. 

George L. Russell Jr., president 
of John B. Stetson Company, is 
chairman of the foundation; A. O. 
Buckingham, vice-president, Clu- 
ett, Peabody & Co., vice-chairman, 
and H. B. Snader, treasurer, Van- 


EG. Wa S- 2. = 


ity Fair Mills, treasurer. The ex- 
ecutive committee includes these 
three officers and Leo H. Heimer- 
dinger, Pioneer Suspender Com- 
pany, and A. R. Kneibler, Coopers, 
Inc. 

On the foundation’s board also 
are Theophil H. Mueller, Julius 
Kayser & Co.; John Wyckoff Mett- 
ler, Interwoven Stocking Com- 
pany; Ernest L. Olrich, Munsing- 
wear, Inc.; Theodore Friedlander, 
Phoenix Hosiery Company; and 
Meyer Kestenbaum, Hart, Schaff- 
ner & Marx. The Institute of Pub- 
lic Relations has been appointed 
counsel. 

The foundation is an outgrowth 
of experiences of the apparel in- 
dustry with efforts of the Office of 
Price Administration to standard- 
ize merchandise in this and other 
fields. The research work will 
provide a basis for publicity efforts 
to increase public appreciation of 


the part which brand names and 
trademarks have had in providing 
employment and in safeguarding 
consumers. 


Carley Rejoins WBT 

William F. Carley has rejoined 
Station WBT, Charlotte, N. C., in 
his former capacity of director of 
promotion and publicity. He re- 
places Bill Parker, now in the 
Army. Mr. Carley was formerly 
promotion director of WMCA, New 
York, and for a time served with 
NBC as supervisor of promotion 
for its owned and operated sta- 
tions. 


Gets Hendryx Account 


A. B. Hendryx Company, New 
Haven, Conn., maker of wire and 
plastic products, has named Erwin, 
Wasey & Co., New Haven, to 
handle its advertising. 


Dache Nets Will 
Make Chicago 
Debut April 19 


Chicago, April 6.—A new line 
of hair nets and snoods, in vari- 
ous colors, designed by Lilly 
Dache, famous fashion authority 
and milliner, will be introduced to 
store buyers and fashion-minded 
consumers here April 19 by the 
Weco Products Company. They 
will be displayed at a benefit show 
sponsored by the Junior League. 

Sales of the new line of head- 
wear, first introduced in New 
York (AA, Feb. 7) by Weco, have 
exceeded hopes and are expected 
to reach at least $1,000,000 this 
year. 

Advancing westward in _ its 
campaign to market the Dache 


We have the Audience’ 


Look to W FBR for the listeners you want! The solid, 
substantial Baltimore families... the people who 


have made WFBR a 


daily listening habit for over 


twenty-two years. Today, there are over a million 
people in Baltimore .. . and they spend four hundred 
million dollars annually! 


PROGRAMS DID IT! 


We've built a loyal 


family of radio listeners dur- 


ing the twenty-two years we've been on the air... 
built it with programs Baltimoreans like best. In 
addition to airing all top-notch programs of the fast- 
growing Mutual Network, WFBR-produced shows 
have been longtime favorites;““Morning in Maryland,” 
on the air six times a week for over six years; “Club 
1300,” six times a week for over four years; “Quiz of 


Two Cities,” a half-hour weekly for over 350 con- 
secutive weeks; and the “Tune Shop,” which increased 
WFEBR’s afternoon listening audience over 50% in three 
months. Shows like these give W FBR the audience! 


ADVERTISERS KNOW IT! 


Many advertisers have capitalized on the reliability 
of the WFBR audience. One advertiser has been 
on the station thirteen years; one, for eleven years; 
one, for ten years; three have been on eight years! 
Such longtime records of radio-wise advertisers 


prove our point. 


The facts add up to one important conclusion for 
radio buyers ...if you want the audience in Balti- 
more, WFBR is the station that can deliver it! 


* ANOTHER GOOD REASON WHY Wk B R IS YOUR BEST BALTIMORE BUY! 


RADIO CENTRE, BALTIMORE-2, MARYLAND © NATIONAL REPRESENTATIVE: JOHN BLAIR & CO. 
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‘IT'S CHIC TO BE NEAT'—Lilly Dache, 
famed fashion authority, says so in this 
full-color ad slated for the May 15 
issue of Vogue in behalf of the new 
line of lush colored nets and snoods 
designed by her for Weco Products 
Co., Chicago. Sales of the new glamor 
webs, marketed at department stores 
and drug counters, are expected to 
reach at least $1,000,000 this year, 


nets nationwide, the company will 
stage another style show May 2 
at the Beverly Hills Hotel, Holly- 
wood, under sponsorship of the 
Volunteer Army Canteen Service, 
with movie starlets modeling the 
new creations. In both Chicago 
and Hollywood the company will 
follow the procedure it adopted in 
the East—that of making arrange- 
ments for exclusive sale of the 
nets with several large depart- 
ment stores for a period of about 
three weeks, and then releasing 
them for sale to other department 
and drugstores. 

Extensive publicity material 
has been released to fashion edi- 
tors of newspapers and magazines 
and to the wire services, and 
space has been scheduled in Har- 
per’s Bazaar, Life, Mademoiselle, 
Vogue and Vogue Pattern Book. 
To help druggists in selling the 
Dache nets, Weco has prepared a 
booklet for distribution to con- 
sumers. Presenting photographs 
of the latest hair-dos, the booklet 
also shows various ways of using 
the nets. 

The nets are being promoted as 
a style item rather than as a util- 
ity article, and are priced at 35 
cents, three for $1, for the fine 
mesh; and 70 cents, three for $2, 
for the snood mesh. 

J. Walter Thompson Company, 
Chicago, is the agency. 


Adds Wilbert Account 


Duane Jones Company, New 
York, has been named to handle 
advertising for Wilbert’s No-Rub 
furniture polish and No-Rub floor 
wax, manufactured by Wilbert 
Products Company, New York. A 
newspaper drive for the two prod- 
ucts is scheduled to break soon. 


Vick Promotes Eichhorn 


George C. Eichhorn, who joined 
Vick Chemical Company in 1937, 
becoming purchasing agent a year 
later, has been appointed vice- 
president in charge of purchasing 
and production. 


Ralston Joins R&R 


Gordon W. Ralston, formerly 
with the MacLaren Advertising 
Company Ltd., Toronto, has joined 
the Toronto office of Ruthrauff & 
Ryan, Inc. 


ONE REASON WHY 
“No Burton Browne client 

has a competitor with 

better advertising” 
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First Ad Campaign 
for Industries Is 
Planned by N. Y. 


Albany, N. Y., April 5.—The ad- 
yertising phase of New York state’s 
frst industrial development cam- 
paign, announced by Gov. Thomas 
£. Dewey when the division of 
commerce became a full-fledged 
Department of Commerce last Sat- 
urday, will be launched in June. 

Duane Jones Company, New 
york agency which directed the 
state’s limited recreational promo- 
tion last summer, will handle the 
new drive, ADVERTISING AGE learns, 
A book on the industrial resources 
and advantages of the state is now 
being printed, and will be dis- 
tributed to a selected list in New 
York and throughout the country. 

The executive budget provides 
$150,000 for industrial promotion 
and for recreational advertising, 
and copy for the former campaign 
is expected to be placed in media 
outside the state. 

As far back as 1934, when the 
Bureau of State Publicity was set 
up in the Conservation Depart- 
ment, the idea of an industrial ad- 
vertising campaign was outlined in 
alaw passed by the legislature and 
approved by the then governor, 
Herbert H. Lehman. Funds, how- 
ever, were never provided. With 
the curtailment of recreational and 
vacation advertising made neces- 
sary by the war, the major part of 
this year’s promotion will be de- 
voted to the industrial end. The 
state spent only about $12,000 on 
recreational copy, mainly in New 
York City papers, last year. 


Catherwood New Head 


Gov. Dewey, in announcing that 

the new Department of Commerce 
headed by Dr. Martin P. Cather- 
wood, formerly with Cornell Uni- 
versity, would undertake a pro- 
gram of promoting the state’s eco- 
nomic life and stimulating oppor- 
tunities for business and employ- 
ment, said that while geared pri- 
marily to New York state manu- 
facturers, “it is also intended for 
business men across the nation, 
who will be welcome in expanding 
their industrial enterprise to in- 
clude New York.” 
_ The governor added: “In stress- 
ing the virtues of our own state, 
we do not wish to encroach upon 
others. The future of New York is 
interrelated with the future of 
tery other state. The potentiali- 
tes of New York are a measure of 
the wide vistas which lie ahead of 
lhe system of private enterprise in 
our nation,” 


Beer Campaign ‘Puts 
«Song in Your Heart’ 

To point up that its beer and 
ale “Puts a Song in Your Heart,” 
Red Top Brewing Company, Cin- 
tinnati, has launched a_ spring 
advertising campaign in 28 states, 
reproducing on posters and in 
newspaper copy actual musical 
scores of old time favorite melo- 
dies along with word parodies. 

In addition, radio is being em- 
ployed, with a quartet singing 
Versions of the same tunes on 
wanscribed announcements of 
minute and half-minute duration. 
The Joseph Advertising Agency, 
Cincinnati, handles the account. 


Durr to Warner Bros. 


D. D. Durr, formerly chairman 
% the Los Angeles Newspaper 


Publishers Association, has been | 


tamed administrative assistant to 
Alex Evelove, director of studio 
bublicity for Warner Bros., Bur- 
’ank, Cal. 


ee 


That's the word for 15,000 of America's 

tourist courts housing War-workers, 
qnmbe rs of the Armed Forces and their 
amilies. That's the word for tourist court 
ners pocket-books and bank accounts 
%0. Tourist courts are anxious to buy for 
“isting conditions and will buy again 


thi ' Peace. You can sell him through 
'S publication. Write for more salient 
lerial. 


IWAIST COURT Journal 


TEMPLE, TEXAS 


Se 


4A’s New York Council 
Elects Ellis, Lusk 


Sherman K. Ellis, president of 
Sherman K. Ellis & Co., has been 
elected chairman of the board of 
governors of the New York Coun- 
cil of the American Association of 
Advertising Agencies. Robert E. 
Lusk, executive vice-president of 
Pedlar, Ryan & Lusk, has been 
named vice-chairman; and H. B. 
LeQuatte, president of H. B. Le- 
Quatte, Inc., has been named sec- 
retary-treasurer. 


Monroe F. Dreher, president 


,of Monroe F. Dreher, 
| Dwight Mills, 


and 
vice- 


Inc., 
executive 

| president of Kenyon & Eckhardt, 
have been named governors. 


J. T. Hart Heads Kabo 


J. T. Hart, sales manager and 
vice-president of the Kabo Corset 
Company, Chicago, has _ been 
named president, succeeding Jacob 
Shue, who has retired because of 
ill health. Kabo has stepped up 
its 1944 advertising campaign and 
has released a spring drive in the 
roto sections of 14 large Sunday 
newspapers. 


A Coue. Sg 


‘Hutzler Gets Account 


| The Hutzler Advertising Agency, 
sales manager of the Chevrolet | Dayton, O., has been named to 
Motor Division of-General Motors| handle the account of the Field 
Corporation for the past 2% years, | Abrasive Specialty Company, Day- 
has resigned to take over the deal-| ton, maker of abrasive wheels. 
ership of the Hatch Chevrolet | Direct mail and trade publications 
Company, Stockton, Cal. will be used. 


Chase in New Post 
King M. Chase, assistant general 


Opens West Coast Office 


The W. L. Douglas Shoe Com- 
pany. Brockton, Mass., has opened 


Howard Names Lyon 


Howard Photo Service, New 
York, has named S. Duane Lyon, 


Inc., New York, to handle its/ an office at 401-402 Haas building, 
newspaper and magazine adver-| Los Angeles, with R. H. Peek as 
tising. manager. 
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CEDAR RAPIDS 
WATERLOO 


_ Despite contemporary,comment that assumption, of 
$£,000,000 in claims was a heavy price for “swamps, 
snakes and alligators,” UJ, S, acquisition of Florida 
proved a far-sighted move, 


Today, the far-sighted advertiser moves to strengthen 
his position in markets that will retain, through the 
post-war era, their high wartime buying power, Out- 
standing among such markets’ is ‘the vast food- 
producing empire served by The Cowles Stations, 
including: ; 

16 wholesale centers (pop. Ever 25,000) 

80 retatt centers (pop, 5,000 to 25,000) 

601,543 farms, each an industry in tiself both 

now and in the post-war oeriod 
1,387,690 radia: he 


mes (daytime primary) 
with a population-fotal far above 6,000,000. 
. + + r ~ 
lo this entire region, The Gowlés Stations beam 
your advertising at group rates as low as $72 for a 
daytime quarter-hour on three stations... truly the 


BIG BUY of 1944, 


SIOUX CITY 
YANKTON 
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Two Appoint Meermans 


Meermans, Inc., Cleveland, has 
been named to handle the account 
of the stoker division of the Poca- 
hontas Fuel Company, Cleveland. 
National magazines, business pa- 
pers, newspapers and direct mail 
will be used. The agency has 
also been named to handle the 
advertising of Allianceware, manu- 
factured by the Alliance Porcelain 
Products Company, Alliance, O. 


Admen to Hear Field 


Marshall Field, publisher and 
editor of the Chicago Sun, will 
speak on “Our Coalition for Peace 
and War” at the 13th annual din- 
ner meeting of the Advertising 
and Sales Club of Toronto on April 
14 at the Royal York Hotel. 
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Allen Named by CAB 


George H. Allen has resigned as 
assistant director of promotion and 
research for Station WOR, New 
York, to become manager and sec- 
retary of the board of governors of 
the Cooperative Analysis of Broad- 
casting, Inc., New York, and will 
assume his new duties some time 
this month. He succeeds A. W. 
Lehman, who has been elected 
head of the CAB (Crossley re- 
ports). 


Seeks Television Okay 


The Travelers Broadcasting 
Service Corporation, operator of 
Station WTIC, Hartford, Conn., 
has filed application with the FCC 
for a construction permit for a 
television station after the war. 
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Powdered Milk 
Test by Kraft 
Termed Success 


Chicago, April 5.—Success of a 
Texas test operation points to an 
excellent postwar market for Kraft 
Cheese Company’s new powdered 
whole milk, company officials indi- 
cated this week. 

Both consumer and dealer reac- 
tion to the product exceeded ex- 
pectations. It probably will be 
confined to the Texas markets for 
the duration of the war, however, 
since the company probably will 
not be able to increase its supplies 
enough to expand distribution 
greatly. Large quantities of pow- 
dered milk are now going to the 
armed forces, and this demand is 
expected to continue. 

The Kraft package, containing 
two bags of 4% ounces each, ‘is 
equivalent to two quarts of fluid 
milk. It was introduced early in 
January in Dallas, Fort Worth, 
Houston and Galveston (AA, Jan. 
31) where it retails at 27 cents 
compared with 14 cents a quart for 
fresh milk. Initial distribution 
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STATION LISTENING INDEX, CHATTANOOGA 
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TO REALLY SELL IN 
YOUR 


CHATTANOOGA, 
BEST BUY BY FAR 
~ 


THE TIME BUYERS’ 
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TANOOGA! 


SINCE 1925 (the beginning of radio in Chattanooga) 
WDOD HAS ALWAYS BEEN OUT IN FRONT 


im 


“C” OTHERS 
‘ ; ea : i " 


24a 266 14. 


is WDOD! 


A RECENT survey of national business shows 
WDOD with 76.9 per cent of all national spot 
business placed in Chattanooga. Station B was 


awarded 18.3 per cent, Station C 4.8 per cent. Here 


STATION 


JOIN HANDS- 


also is conclusive proof of WDOD'S dominance. 


DAY AND NIGHT 


the Kraft powdered 


was obtained in 90% of the retail 
food outlets. Promotion included 
weekly 600-line advertisements in 
newspapers for six or seven weeks, 
cooperative copy by local mer- 
chants, and 10 weeks of radio spot 
announcements, twice daily five 
days a week. Store displays and 
demonstrations also were em- 
ployed. 

Stocks Moved Quickly 


Large chain stores moved 40% of 
their initial stocks within two 
weeks, according to Ray Keator of 
the company’s Chicago headquar- 
ters, in charge of the test. A sur- 
vey of consumers who bought the 
cardboard packaged product from 
demonstrators revealed that the 
powdered milk was being used 
equally for drinking, cooking, on 
cereals and in coffee, he said. 
Frizz, an ice cream mix which 
Kraft started distributing through 
dairies in 1939, and given a Chi- 
cago test almost three years ago, 
has been introduced in the New 
York market, without advertising 
support for the present. Copy in 
service publications, however, is 
being employed currently to push 
ice cream 
mixes. Available in four flavors, 
these mixes are complete, needing 
only the addition of water before 
freezing. Advertisements offer a 
free manual on making ice cream 
for the armed forces. 

J. Walter Thompson Company 
handles the account. 


Rice to Industrial 

Chester L. Rice, formerly with 
Iron Age, Robbins publications and 
Chemical Industries, has been 
named eastern manager of Indus- 
trial Publishing Company, Cleve- 
land, publisher of Die Casting and 
other business papers. An office 
has been opened at 60 E. 42nd St., 
New York. 


Two Name Jones Agency 


Harle Publications, Inc., and 
Comic Corporation of America 
have named Ralph H. Jones Com- 
pany, New York, to handle their 
advertising. Newspapers, radio 


and direct mail will be used. 
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FOOD FOR JOE—The Baltimore & 
Ohio Railroad in its current newspaper 
copy pictures items in G. |. Joe's field 
ration "“K"; tells how its thundering 
trains race over 11,000 miles of track 
to “handle a war load that staggers 
the imagination"; and gives the assur. 
a that the supplies will arrive on 
time. 


Doss Succeeds Skutt: 
Lawson Named V.-P. 


H. C. Doss, formerly general 
sales manager of the Ford Com- 
pany, has been named a vice- 
president of Nash-Kelvinator Cor- 
poration in charge of sales for the 
Nash Motors division, Detroit. He 
succeeds L. S. Skutt, who has 
resigned to take a franchise for 
the Denver territory for Nash cars 
and Kelvinator appliances. 

Charles T. Lawson, general sales 
manager of the Kelvinator divi- 
sion, has been named a _ vice- 
president of Nash-Kelvinator in 
charge of sales for that division. 


Giellerup to Ivey 


Leon W. Giellerup, formerly on 
the plans board and creative staff 
of William Esty & Co., has joined 
the creative staff of Ivey & Elling- 
ton, Inc., Philadelphia agency. The 
New York office of the agency has 
been named to handle the plastics 
division account of the Celanese 
Corporation of America. 


For nine consecutive 
years the Union-Star 
has led in city zone 
circulation. 


Nationally Represented by 


KELLY-SMITH CO. 
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No 2nd Quarter 
Newsprint Cut, 
Otticials Say 


Washington, D. C., April 5.—No 
additional cuts in newsprint usage 
are anticipated, the WPB reiter- 
ated this week in announcing that 
supplies for the second quarter of 
1944 will total approximately 835,- 
000 tons. 

The total is 16,000 tons more 
than the amount available for the 
frst quarter, WPB said. None will 
be used in rebuilding publishers’ 
inventories, but will be kept avail- 
able for appeals and other contin- 
gencies. 


re & Orders are estimated at 822,000 
paper tons for the second quarter, with 
: field the remaining 13,000 tons available 


for contingencies, officials ex- 
plained. 

Appeals to farmers and others to 
cut as much pulpwood as possible 
were renewed by Harold Boesch- 
enstein, director of the WPB forest 
products bureau, who has just 
completed an inspection trip in the 
South in company with other gov- 
ernment aids. The group visited 
paper mills in Louisiana, Alabama, 


2neral § Texas, Georgia and Florida. 

Com- Near Lufkin, Tex., the visitors 
vice- § toured the area where a severe 
*Cor- § storm had laid waste 400,000 


or the 


acres of trees. Land owners, lum- 


it. He 9 ber companies and government of- 

o has § fcials have instituted a special sal- 

1 bn vage project with the hope of sav- 
cars 


ing much of the timber which is 
salvageable. Officials estimate that 
the timber will yield 1,000,000 
cords of pulpwood and 100,000,000 


1 sales 
divi- 


vice- § feet of saw logs if needed facilities 
oe val and manpower are provided. 


Arthur R. Treanor, director of 
the WPB printing and publishing 
division, said first quarter news- 


rly on 
e staff 
joined 
Elling- 
y. The 
icy has 
dlastics 
planese 


American newsprint mills by U.S. 
publishers and other consumers, 
within the authorizations granted 
under orders L-240 and L-241, to- 
taled approximately 784,000 tons. 
This, compared to a total supply 
of 819,000 tons as announced by 
WPB, resulted in a balance of 35,- 
000 tons between ffirst quarter 
orders and new supply. 

Mr. Boeschenstein pointed out 
that additional governmental and 
other war urgency orders for 
newsprint and “news machine” 
pulp were approved by WPB for 
frst quarter delivery, and re- 
dueed this balance by approxi- 
mately 20,000 tons, leaving a net 
tarryover of 15,000 tons available 
fom Canadian sources. By agree- 
ment with Canada, this carryover 
will be added to the new supply 
waillable from the Dominion in 
lhe second quarter. Together with 


fundland mills, it will provide 
approximately 835,000 tons of 


Grant to Be Honored 


The Sales Executives Club of 
New York will honor Richard H. 
Grant, retiring vice-president in 
charge of sales of General Motors 
Corporation, at a dinner April 20 
in the main ballroom of the Wal- 
dorf-Astoria Hotel. 


Mrs. Winslow to Arden 


Mrs. Eleanor M. Winslow, for- 
merly merchandising director of 
Ladies’ Home Journal, has joined 
Elizabeth Arden, New York, as an 
executive. 


Drive Opened to 
Stimulate Sales 
of Excess Eggs 


Chicago, April 6.— Retail food 
stores, restaurants and drug stores 
throughout the nation are being 
urged to stage special promotional 
campaigns to stimulate egg sales 
for the next several weeks, it was 
disclosed this week by the Poultry 
and Egg National Board. 


all expectations—some 60 billion 
—due largely to the unusually 
mild weather this winter, and with 
storage facilities already taxed to 
the limit, large quantities of this 
essential wartime food will be 
wasted unless consumed now, the 
board warned. 


Tries to Reach Housewives 


Working through food industry 
organizations in metropolitan cen- 
ters, the board is seeking to open 
new channels for getting educa- 
tional and promotional material 
about poultry and eggs directly to 
housewives. 


Appoints Townsend 


O. L. Hinds Company, Burling- 
ton, Vt., has named the Townsend 
Advertising Service of that city to 
handle the advertising of its in- 
fants’ and children’s wear, includ- 
ing Snow King suits and Play 
King summer wear. Trade pub- 
lications will be used. 


Saporito to Waters 


Angela Saporito has joined the 
art department of Norman D. 
Waters & Associates, Inc., New 
York. 


print orders placed with North | 


the production of U. S. and New-| 


With egg production exceeding 


ntwsprint for all U. S. 
quarter requirements. 

He said since April is a short 
production month, Canadian mills 
probably could not deliver in full 
up to one-third of the authorized 
‘nnage for the quarter during 
the first part of the period. But 
WPB believes that, with the co- 
operation of the newspapers, suf- 
ficient newsprint will be avail- 
able in April to take care of ap- 
Proved usage and contingencies. 


Hampden Starts Drive 


Hampden Brewing Company has 
tunched a new campaign in 33 
twspapers in New England terri- 
‘ty for its Hampden mild ale. 
Weekly insertions of 600, 330, and 
0 lines will be used for the re- 
mainder of the year. Erwin, Wasey 

Co.. New York, is the agency. 


WHO SAID RADIO 
CAN DO IT? 


"You want to SELL the Negro market you 
_* to REACH it effectively and econom- 
“lly through their first line media THE 

RO PRESS! Yes, perhaps you are over- 
sting the 7 billion dollars spent yearly by 

‘can Negroes. You'll be surprised at 
;, *8y it is to cover these spending mil- 
ed at a very low cost. Write today to 
nttate United Newspapers, Inc., 545 Fifth 
= New York 17, New York and we'll 
red ng some startling, profit-revealing facts 

this growing field. 
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Mare Meat Jhan Cver Befare 


VEN though roasts, steaks and chops are 
not so plentiful on civilian tables, livestock 
farmers in 1943 produced a record volume of 
27,000,000,000 pounds of meat animal products 
for which they received $5,960,000,000, or 30 
per cent of the total cash farm income. 


Meat is vital war material and throughout 
the Corn Belt livestock farmers are producing 
it to the utmost. Farming the livestock way 
maintains and increases soil fertility and thus 
provides abundant grains and grasses for con- 
version, through the skill and equipment of the 
modern stockman, into beef, pork and lamb— 
the finest food man knows. 


Livestock farmers have more money invested 
in their land, buildings and machinery than 
most city business men. Employers of labor, 
owners of large acreages, men of unusual ability 


gil -Fa 
2 ght 


By 


ant 


—it naturally follows that they are the leaders 
in every agricultural community. 


For seventy years the important producers of 
America’s cattle, hogs and sheep have looked 
to The Corn Belt Farm Dailies for the accurate, 
detailed and timely marketing and production 
information so necessary to the successful con- 
duct of their business. Issued daily from the 
four basic livestock markets, these publications 
also furnish, in addition to their traditional 
commercial service, complete world and agri- 
cultural news coverage, and various exclusive 
departmental features which command the 
attention and lively interest of every member 
of the livestock farm family. 


The Corn Belt Farm Dailies have long been 
recognized as the proven media for effective 
coverage of the livestock field. 


. THE CORN BELT FARM DAILIES 


GENERAL OFFICE: UNION STOCK YAROS, CHICAGO 9, ILLINOIS 


og CHICAGO DAILY DROVERS JOURNAL @ KANSAS CITY DAILY DROVERS TELEGRAM 
gs’ OMAHA DAILY JOURNAL-STOCKMAN 6 ST. LOUIS DAILY LIVESTOCK REPORTER r 
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The amounts available are ex- 
pected to allow the manufacture of 
| 314,000,000 pairs of new shoes, as 


Shoe Leather 
aga inst 360,000,000 originally 


Supply Adequate, lanned; and to provide for 135 
anned; an “ 
OCR Chief Says 000,000 repair faim, inmtad of the 


: | 150,000,000 planned. 
Washington, D. C., April 5.—| “The supply of new shoes up to 
WPB allotments of leather, 


to- | this time has been adequate to 
gether with plastic and composi- | meet all rationed demands,” the 
tion rubber soles, will be adequate | acting chief said. “The usual vari- 
| “under careful rationing” to fill|ety of choice has not always been 
consumer shoe needs during 1944,| available but nevertheless there 

oe A.C. C. Hill, acting heed of the| ity shoes. Dificulties encountered 
“| in the supply of infants’ shoes and 


said this week. ; # : : 
: ne certain qualities of children’s shoes 
Because of Army demands and a | are being relieved.” 


shortagt of leather hides, the WPB | 


has ordered a 13% cut in the) ° 
; amount of sole leather allotted to Opens Atlanta Office 
manufacturers for the second | Swafford & Koehl, Inc., New 
" quarter, and a 10% cut in the) York and Cleveland, has opened a 


leather available for half-sole re- | new office at 66 Luckie St., N. W., 
pair jobs. Atlanta, Ga. John R. Landan, 

Any further cuts in allotments | vice-president of the agency, has 
for the remainder of the year are| been named to direct the new 
extremely unlikely, Mr. Hill said.’ office. 


GIBBONS KNOWS CANADA 


J.J. GIBBONS LTD. 


200 BAY STREET. - TORONTO 
MONTREAL WINNIPEG, REGINA, 


ADVERTISING MERCHANDISING 


<i 1 TORONTO CALGARY, EDMONTON, VANCOUVER 


New Liquor Brand 
Contains 5% Rye, 
95% Cane Alcohol 


New York, April 5—A new 
brand of distilled liquor contain- 
ing only 5% rye whisky two-and- 
a-quarter years old, blended with 
95% neutral spirits, made its ap- 
pearance this week as one possible 
solution to the acute liquor short- 
age. The new concoction, 
“Drake’s Spirit Whisky,” is a 
product of Hercules Liquor Prod- 
‘ucts Company, Brooklyn. 

In spite of its low percentage of 
| whisky, the new product retails at 
|$2.40 a pint, including the new 
federal excise tax, as compared to 
OPA ceilings for Calvert Special, 
Carstairs, Seagram’s 5-Crown and 
other standard blends which re- 
tail at $2.28 under the new tax 
prices, but which have almost 
completely disappeared from 
package-store shelves. 

Records of the new State Liq- 
uor Authority show one other 5% 
whisky listed for public sale un- 
der the trade name “Brittwood,” 
which is manufactured by Dug- 


=. 


|gan’s Ltd., and sells wholesale at 
a price slighly higher than 
| Drake’s. However, the whisky 
content of this product is six 
years old. 

Daniel P. Wooley, regional OPA 
administrator, in explaining the 
difference in ceiling prices for 
standard cosmetic grain-alcohoi 
blends and the new brands, said 
it is because the cane spirits used 
are imported and duty must be 
paid on them. In order to deter- 
mine a ceiling price for a new 
brand, explained Mr. Wooley, the 
distiller or rectifier computes the 
cost of manufacture and estimates 
the ceiling, which is subject to 
approval by the OPA beverage 
section in Washington, D. C. 


Issues Garden Manual 


The National Victory Garden 
Institute, 598 Madison Ave., New 
York, is distributing a manual de- 
signed to help industry organize 
and produce employe’ gardens. 
Copies of the booklet, which offers 
a choice of several garden pro- 
grams that can be expanded or 
contracted to fit the needs of the 
‘ndividual company or employe, 


may be secured from the institute. 


‘ ; 


oe 


ais 


Read How You Can Step Up the Sales Power of Your Advertising Dollar 
and Safeguard America’s Future—Not Only “Postwar” but NOW! 


Who is buying your product today? The 
youth of yesterday. Who will buy it 
tomorrow? The youth of today. 


If youth does not know your product 
now—yes, and start buying it now—how 
will you sell against tomorrow's compe- 
tition, except at staggering cost? Wise 
advertisers who are planning for to- 
morrow’s survival—as well as today's 
markets—have found the answer to 
that. 


Each year, 214 million young new- 
comers—with perceptions keenest, 
memories sharpest, curiosity at white- 
heat—enter the 11-17 age bracket. 
During those years, they spend or con- 
trol $277 billion in consumer buying 


power. So the selling job you do on 


them now will not only make your 
postwar selling immeasurably simpler 
and less expensive . . . but will bring 
you rich returns today. 


Here in the Youth Group, ready to de- 
liver, are 1,550,000 ‘teen-age youngsters 
—the backbone of your postwar con- 
sumer market. They need guidance in 
the American way of life. Others are 
seeking to influence them. For only 
$5680 per month, you can accomplish 
three vital objectives. First, you can 
get in on the enormous youth market 
of today. Second, you can trim down 
your sales expense in the consumer 
market of tomorrow. Third, you can 
do your part in safeguarding the future 
of American business and industry. 


SOLD AS A GROUP: American Girl, Boys’ Life, Open Road for Boys, 
Young America, Young Catholic Messenger. Combined A.B.C. circulation 
1,550,000, One order, one rate, one piece of copy. New York 17: 1 East 
42nd Street. Chicago 2: 9 West Washington St. Boston 16: 729 Boylston St. 


Don’t miss the youth market. The facts 
are conclusive and they are yours for 
the asking. Get in touch with youth—as 
other national advertisers are already 
doing. Write or telephone one of the 
offices listed below. 
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Marathon Oil Ads 
Warn of ‘Start-Up’ 
Damage to Motors 


Findlay, O., April 5.—Dramatiz. 


Advert: 


ing the wartime “start-up” dam. 9 o¢ Ne’ 
age to auto motors, Ohio Oil Com. spring | 
pany has released a series of smal] Astoria 
teaser ads leading up to a large. Apri! 


space newspaper message in be. 
half of its Marathon V.E.P. oil. dorf-As' 


Without identifying the sponso; May 
or product, the teaser copy in 47 Fitjional . 
papers in Ohio, Illinois, Inciang J membe: 
and Kentucky employs cartoon: chester 

Open to 
May © 
Associat 
cago. 
May 1 
ation 0 
Clubs, 
Brock, | 
May 2 
Papers, 
Westche 
N. Y. 
June 
tion of 

“But, mommy, isn't 200 MILES too for to drive and sec 

elaine ference, 

June 

and intriguing remarks such as “|§ Advertis 
still say 200 miles is too far to conferer 
drive for ‘Orphan Annie’ ” and “[@ Claridge 
knew this would happen if you§ June. 
kept on driving 200 miles to your§ ing Ex 
poker club.” annual s 

“Don’t laugh—you’re doing it!”§ modore, 
the follow-up copy warns motor- June 
ists, adding that one start-up can§ vertisins 
put 200 miles of unnecessary wear§ ing, Pal 
on a motor in a single minute. To June 
avoid such damage, car owners are Associat 
urged to switch to V.E.P. “alloyed-§ Fresno, 
oil” for the protective film that June | 
provides instant lubrication. cil of A 

The series of teaser ads is used§ conferer 
to illustrate the large-space mes-§ Swamps 
sage. Aug. 

—___— tion of 
American Chain Names § "2°": 
| Sept. 
Creagh Ad Manager Adverti 

Edward V. Creagh, in charge oi convent 
sales promotion activities of them Hotel, C 
American Chain & Cable Com Sept. 
pany, Bridge- per Put 
port, Conn., convent 
since 1936, has Springs 


| 


| 
| 


| 


been named ad- 
vertising and 
sales promotion 
manager of the 


AFA . 
to Me: 


Oorganiza- The . 
tion and its Americ: 
associate com- ing to 
| panies. : 
Mr. Creagh nai 
/has been with Salem 
the company Edward V. Creagh any ¥ 
since 1916, ex- Nyack 
cept during World War I when he mny, H 
was in the Army. He was the Chess 
first president of the Western New Compar 
England chapter of the National 9,.°<, 
Industrial Advertisers Association Pollock 
and is now a vice-president of the Oneida 
national organization. His new WGTM 
duties will include supervision of graph C 


Appoints Kaufman 


advertising in newspaper, maga- 
zine and business publications, as 
well as of sales promotion. 


Mennen Gives Quinsana 
Biggest Ad Budget 


With reports that “athlete’s 
foot” is definitely on the increase, 
the Mennen Company, Newark, 
N. J., will launch the heaviest 
drive yet for Quinsana foot pow- 
der backed by the biggest aé 
budget it has ever appropriated 
for the product. 

Scheduled to break in May and 
running through September, the 
campaign will appear in half-page 
space in 50 national magazines, In- 
cluding pulps, with full pages 2 
Life. Half, third and full-page 
units will be employed in The 
American Weekly, Puck — tl 
Comic Weekly, This Week Maga 
zine, Metropolitan Group ané 
Parade. The company runs a year 
round campaign for Quinsana on @ 
smaller scale and usually steps U 
its promotion during the hot 
weather season. H. M. Kiesewet 
ter Advertising Agency, New ¥ ork 
handles the account. 


Henry J. Kaufman, Advertising, 
Washington, D. C., has been name 
to handle the advertising of the 
National Institute of Treading 
Standards, that city. Trade pub- 
lications will be used. 
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April 23. American Association 
of Newspaper Representatives, 
spring dinner meeting, Waldorf- 
Astoria, New York. _ 

April 25-27. American News- 
per Publishing Association, Wal- 
dorf-Astoria, New York. 

May 1-3. Association of Na- 
tional Advertisers, semi - annual 


membership meeting at West- 
chester Country Club, Rye, N. Y. 
Open to association members only. 

May 16-17. Inland Daily Press 
Association, spring meeting, Chi- 


cago. 

May 19-20. International Affili- 
ation of Sales and Advertising 
Clubs, spring conference, Hotel 
Brock, Niagara Falls, Ont. 

May 25-27. Associated Business 
Papers, annual spring meeting, 
Westchester Country Club, Rye, 


N. Y. 

June 4-7. Advertising Federa- 
tion of America annual meeting 
and second war advertising con- 
ference, Hotel Sherman, Chicago. 

June 5-6. National Industrial 
Advertisers Association, regional 
conference, Eastern chapters, Hotel 
Claridge, Atlantic City, N. J. 

June 5-7. Newspaper Advertis- 
ing Executive Association, 33rd 
annual spring meeting, Hotel Com- 
modore, New York. 

June 6-8. Public Utilities Ad- 
vertising Association, annual meet- 
ing, Palmer House, Chicago. 

June 12-14. Pacific Advertising 
Association, annual convention, 
Fresno, Cal. 

June 25-27. New England Coun- 
cil of Advertising Clubs, summer 
conference, New Ocean House, 
Swampscott, Mass. 

Aug. 28-31. National Associa- 
tion of Broadcasters, annual con- 
vention, Palmer House, Chicago. 

Sept. 22-23. National Industrial 
Advertisers Association, annual 
convention, Edgewater Beach 
Hotel, Chicago. 

Sept. 25-27. Southern Newspa- 
per Publishers Association, annual 
convention, Arlington Hotel, Hot 
Springs, Ark. 


AFA Admits Eleven 
to Membership 


The Advertising Federation of 
America has admitted the follow- 
ing to membership: Beech Air- 
raft Corporation, Wichita, Kan.; 
Journal and Sentinel, Winston- 
Sem, N. C.; Cook Sign Com- 
any, Fargo, N. D.; Journal-News, 
Nyack, N. Y.; Hastings Mfg. Com- 
lany, Hastings, Mich. 

Chesapeake & Ohio Railway 
Company, Cleveland, O.; Union- 
Star, Schenectady, N. Y.; Julian G. 
Pollock Company, Philadelphia; 
Oneida Ltd., Oneida, N. Y.; Station 
WGTM, Wilson, N. C., and Inko- 
staph Company, New York. 


McNevin to Chirurg 


John J. MeNevin, formerly vice- 
president of Redfield-Johnstone, 
Inc, New York, and president of 
Redfield - Johnstone - McNevin, 
Philadelphia agency, has become 
associated in account management 
work with James Thomas Chirurg 
Company, New York. 


Names Levyne Agency 

S. A. Levyne Company, Balti- 
Nore agency, has been named by 
i. Clarke & Sons, Baltimore, to 
‘andie the advertising of its Red 
Oud berries, an all-vegetable 
lxative, and Rose-Vel, a_ skin 
wntment. Radio and newspapers 
will be used. 
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Lawrence Joins Ideal 


John Lawrence, formerly with 
the Wall Street Journal and New 
York Times Magazine, has joined 
the advertising sales staff of the 
Ideal Women’s Group, New York. 


Preston Joins ‘Weekly’ 


David H. Preston, formerly with 
Esquire, and with the Rodney 
Boone organization for 15 years 
prior to that, has joined the De- 
troit staff of The American 


Business Men Are 
Urged to Consult 


Commerce Offices 


Washington, D. C., April 4.— 
Business men were urged by the 
Department of Commerce last 
week to consult the nearest of 26 
field offices of the agency for as- 
sistance in planning their post- 
war production and marketing. 

Writing in the April issue of Do- 


41.) Coe eT 


director of the field service, ex- 
plained that the offices are 
equipped to supply data and sta- 
tistics to “thousands of domestic 
business establishments that lack 
either the know-how or where- 
withal to maintain their own 
commercial research activities.” 


Designed to Aid Business 


These field offices contain “a 
wealth of timely information” of 
interest and value to the American 
business man, and “their sole rea- 
son for existence is to serve the 


JT 


said. “Daily records prove.” he 
asserted, “that even the biggest 
concerns with all their managerial 
skills make good use of the broad 
statistics and analyses constantly 
being made by the Bureau of the 
Census and the Bureau of Foreign 
and Domestic Commerce.” The 
field service brings the Depart- 
ment of Commerce and its bureaus 
to the business man in his own 
territory. It has long served the 
foreign trade fraternity, he said, 
and it can help domestic business 
men solve their current enigma, 


Weekly. 


mestic Commerce, Joseph A. Mack,' business community,” Mr. Mack! the reconversion period. 


What kind of man do men copy ? 


. PD 


WP 


> Nowadays the industry advertises its 
wares on models who look like up-and- 
coming business or professional men. 


> About 20 years ago the male models 
shown in men’s wear ads were pretty boys 
who looked male, but just barely. 


THIS CHANGE from the school- 
\ girl’s dream-boy to the president’s 
right-hand man? 
Reason is, today apparel advertisers 
realize that most men like to wear 


what they see worn by men they ad- 
mire, respect, wish they were like. 


And foremost among these looked- 
up-to men are business executives 
and men on their way to the top— 
the kind of men you think of when you 
think of the readers of TIME. 


Plain fact is—to put across the kind 
of clothes you want to sell, to sell new 
styles, to start men wearing new kinds 

of clothes that will be more fun to 
buy and wear—you have to sell them first 
to the men who set the American pace, 

the men at the top of the U.S.- 

brains-and-income pyramid. 


For doing that kind of job, Trme’s more-than- 
a-million male readers are worth millions of any 
other kind: For they are the men other men 
copy! In fact, readers of Time are the employ- 
ers of America! (More than 33,000,000 other 
Americans work for them.) 
And Time readers are themselves a tremendous 
market for clothes. They buy 4 times as many 
suits as the average man. They have 2% times 
as much to spend on themselves, - 


(P. S. Tre is the best way to reach them 
—see below) 


AMERICA’S MOST IMPORTANT MEN VOTE TIME 
AMERICA’S MOST IMPORTANT MAGAZINE: 
Corporation Officers and Directors... Men Listed in 
“America’s Young Men”... Members of Congress...Men 

Listed in ““Who’s Who”...U.S. Radio Commentators... 
Mayors...Motion Picture Producing Executives... Bankers 


...Customers of Better Men’s Wear Stores in New York, Chicago, and Los Angeles. 


(All these and 21 other groups vote “TIME is America’s most important magazine!”’) 
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Miller Joins Borden 
Ted Miller, formerly co-pub- 
lisher of the Eastern Hospital Di- 
rectory and the Travel Agent, New 
York, has been named advertising 
manager of the prescription Prod- 
ucts division of the Borden Com- 
pany, New York, handling Biolac, 
Dryco, Mull-Soy, Elim, Beta-lac- 
tose and Merrell-Soule Products. 
succeeds I, L, Nichols, now 
with J. M. Mathes, Inc., New York. 


Issues Employe Manual 


Bowman Dairy Company, Chi- 
cago, has published a 28-page 
booklet, “Your Job with the Bow- 
man Dairy Company,” describing 
functions of the company, policies, 
personnel procedure and oppor- 
tunities for advancement, for dis- 
tribution to new and old employes, 


x WOOD» 


Well read and liked by the important men The N 
in a great industry—men who are work- 
ing to achieve wood’s exciting future. 


PRODUCTS 


a reality, and 


invade the air 


air,” the 


seven full 
tabloids. 


ban against 


New York, A 
Haven Railroad 
series of ads highli 
ences the public 
air transport f. 


surfa 
aging in aviation. 
ew Haven 
the Civil Aeronaut 
permission to oper: 
nated rail-air-high 
well as several 
among which 


New Haven Seeks 
Action to Lift 
Feeder Line Ban 


pril 5.— The New 
released a new 
ghting conveni- 
will enjoy when 
eeder lines become 
continuing the in- 
creasing pressure of railroads to 
lanes after the war. 

Under the heading “Working to- 
gether, on the ground... 
second ad in the 
is appearing in 150 n€wspapers 
throughout the country, occupying 
columns in standard- 
size newspapers and full pages in 
Copy emphasizes the 
need for a coordinated transporta- 
tion system and ur 
to protect the present government 
ce carriers en- 


has applied to 
ics Board for 
ate a coordi-| wil] be 
Way system, as 
other railroads, 
are: Burlington, 


ges the public 


Denver & Rio 
Missouri - Pacific, 


Grande Western, 
and the Sea- 
board. The decision made on 
these applications by the CAB is 
believed to be the crux of the 
Postwar domestic rail-aviation 
situation. 

In the meantime, the policy con- 
cerning the granting of certificates 
for a nationwide criss-crossing of 
air transport feeder lines, 
which applications are pending in 
Washington, is expected to be an- 
nounced within the next few 
weeks by the Civil Aeronautics 
Board. 


Wendell P. Colton Company, 

ew York, is in charge of adver- 
— for the New Haven Rail- 
road. 


Buckley Gets Account 


Woodland Hosiery Mills, Chel- 

nham, Pa., maker of the “tailored 
stocking,” has named the Earle E. 
Buckley ganization, Philadel- 
phia, to handle its advertising. 
Trade publications and direct mail 

i used. The company will 
also employ newspaper advertis- 
ing for a “test” retail store soon 
to be opened in Philadelphia. 


in the 
series 


(TS EXACTLY THE 


459,382 


PEOPLE FEEL ABOUT 
THE PRODUCTS AND 
SERVICES YOU 
HAVE TO SELL 


Use ANY or ALL of these local daily papers 
in lowa to work for you 


NET PAID 
PAPER 
Ames Tribune (B). 4,216 
Atlantic News-Tele a 5,480 
News-Republicen (B).. - 4,736 
*Burlington Hawk-Eye Gazette (LB). 18,620 
tCedar Rapids Gazette eS 47,067 
Centerville lowegian & Citizen 5,744 
Charles City Press | eae 4,559 
rokee Times & Chief (B). .. 3,750 
“Clinton Herald (B) 19,890 
il Bluffs Se 16,124 
News. i eee 4,720 
t *Davenport Times*-Democrat ) 41,791 
ue Telegraph-Herald (LB) 34,030 
Fa + Ra 4,563 
essenger (B 15,614 
Fort Madison Democrat (LB 5,325 
lowa ity Frese Citizen (B) 8,918 
*Keokuk Gate City (LB) 7,601 
Times-Republi (B) 11,833 
*Mason City Globe-Gazette (B) 19,877 
Mt. Ple ae 3,140 
*Muscatine Journal (B) 9,015 
Nevada Journal (B)... 4,378 
Oelwein Register (B).. 3,723 
Herald (B) 6,494 
@ Courier (B) 16,908 
t*Sun hy Jose tee in 033 
i ity Journal-Tri Rak attst. ‘soe oe 
Washington Journal . _. . 3,783 
t Waterloo Courier AES eee .... 40,439 
Webster City Freeman-Journal (B) . + 5,357 
IES i 65 o oeids «x ccs 459,382 
“Considerable out of state circulation. 
{Published Sunday also. 
(8) Accepts Beer Advertisements. 
(LB) Accepts Liquor and Beer Advertisements. 


‘and need. 


Way 


@The welcome mats are out, the 
banners hung, the key well polished. 
That’s Iowa — the rich and respon- 
Sive market where people are in the 
HABIT of buying what they want 
That’s Iowa — where 
present sales are Soaring and post- 


war opportunities are based on a z 


Stable and: prosperous economy. No 
better introduction to this market 
can be had than through the 32 local 
daily papers of the Iowa Daily Press 
ociation. In 3] key markets your 
advertising receives that directed in- 
terest, force of appeal, and convincing 
influence that only a local daily paper 
can Claim. Place your advertising in 
any or all of these leading 32 daily 
Papers in Iowa and you'll see the wel- 
come for your products and services 
is as profitable as it is permanent. 


439,382 


MERCHANDISABLE 
DAILY CIRCULATION 
in 31 dominant markets 
served by 32 local daily papers 


for A 


ADVERTISING VOLUME FOR 
BUSINESS PAPERS 


“Guertising Age, April 10, Tom 


MARCH ISSUES OF 


These figures compiled by Industrial Marketing must not 
nless otherwise Th 


without permission. U: 
standard 7x10 type page. 


be quoted or 
noted, all publications are monthlies ana” how 


Pages Pages 
1944 1948 1944 1943 
Industrial Grou Timberman ............. *60 *5) 
Aero Digest (semf-mo.) .. 872 896 | Tool & Die Journal 
Air Condition and Re- | re 170 143 
frigeration News (w) Tool Engineer .::. °°" '""* 171 17 
SL: titat cesses 187 $33 | Water orks Engineer- 
merican Aviation (bi-w) 115 86 ing (bi-w) ............ 58 
American Builder ..... 4 63 | Water Wor & Sewerage 44 
American repre 76 55 | Welding Engineering .... §87 $76 
American Machinist (bi-w) *| +727 *527 | Western Construction 
Architectural Forum .... 125 73 AEN te seca ce os os. 103 
Architectural] Record .... 96 56 | Wood Worker |)°°'°*"' 58 
Automotive & Aviation In- Woodworking Digest (4% 
dustries ree 413 294 ee Rh pcre inks: *87 *65 
seta eapietatad 302 260 ——H onal 
Bakers’ Helper (€.0.w.).. 1183 92 ee 15,248 12,203 
Brick & Clay Record. . || $*34 *22 | Trade Grou 
Bus Transportation .. ||" 128 86/ American Artisan .....__ 68 
The Canner ae $*118 *65 erican Druggist ||| || 119 109 
Ceramic Industry ..... "| *39 *81 | Boot & Shoe Recorder 
Chemical & Engineering (semi-mo) ............. 113 tH 
REF nee, 81 63 | Buildin Supply News 67 48 
Chemical Industries ... |’ *92 *78 | Chain Store Age— 
Chemical & Metallurgical Administration Edition 
Engineering ‘Toh erre 318 242 Combination ........_. 23 4 
Civil Engineering ceebrEs < 89 27 ruggist Edition .... |" 112 69 
—  Breprre sp ebegdag. 112 87 Fountain Restaurant . 9 8 
Construction Digest (bi-w) {+100 60 neral Merchandise— 
Construction ethods Variety Store Editions 93 66 
SE -Mhadadieeene. 124 96 rocery itions ....., 90 60 
Contractors & Engineers Commercial Car Journal. 158 118 
Monthly (9%x14) ..... 48 38 | Domestic Engineering .._ 1138 68 
SD -£066essscenica.... 138 106 | Electrical Merchandising 
Diesel Progress (8%x11), 15 56 EE teeieeteee ss: i72 35 
Electric Light & Power. . 71 56) Farm Implement News 
Electrical Contracting 112 84 regia Nt121 64 
Electrical South .....°*’ 41 32 | Geyer’s Sea. 62 48 
Electrical West .|' || °**’ 67 44 Glass Digest ../ °° ae 9 ll 
Electrical World (W).... ff218 196 | Hardware Age (bi-w)... 7280 14 
Electronics ...........°°' 313 200 | Jewelers’ Cireular— 
Engineering & Mining sner - Keystone is ea ane >< 142 %4 

RA ene en’s Appare rter 

Engineering News-Record (9x11 pret mee heewe 101 1) 
tonearm *312 *299 i Ree 108 76 
Factory Management & Motor Age .........°''*" 82 48 
Maintenance ....... 329 270! NJ (National Jeweler) 
Fire Engineering |... |||" 39 31 (sseunics rT tet errr 188 125 
Food Industries |||’ ’ 185 105 ce Appliances (6 5/6x 
gue Foundry .........": 167 » | Me Ree propre titel 117 93 
Oe SiS asbon60ss 500... 27 29 Plumbin & Heati 
Gas Age (bi-w) ;...°° 7": *|66 *49 ournel phen aad viwan 30 17 
Heating, Piping & ‘Air Sheet Metal Worker |" "* 44 27 
Conditioning .......... 117 84 | Southern Automotive 
Heating & entilating. . . 55 29 epee 81 47 
Industrial & Engineering Southern Hardware |" |’ 74 47 
Chemistry (two editions) 149 126 | Sporting Goods aler... 71 51 
Industrial Finishing Syndicate Store Merchan- 

|” ses TT 70 54 iser (442x6%) ....... 89 56 
Industry & Power ...... 126 111 nderwear and Hosiery 
Industry & Welding (4% Serene 114 89 

i Sethe bbdiaseuce ss 58 47 | Wholesaler’s Salesman 60 37 
Iron Age peepee *1647 *605 —— emul 
Laundry Age (semi-mo.) . *53 . i [ Fe 2,800 1,851 
Machine Sead 208 156 
Machine Tool Blue Book Export yy 

SOUND sescicscecces 358 £08 | (Ovecmnan Haan 7” 55 37 

DUET sscasacess..,. $339 $10 | american Expat) °°" 360 176 
Manufacturers Record |’ 49 30 a —' yom — 74 56 
Marine Engineering & Car ~ ay Calle wit) j 29 16 

Shipping Review ...... 295 237 minos t es (bi-mo 65 48 
Mechanical Engineering 101 64 tn ey _ editions) "’ 97 7 

echanization (4 13/16x ne a ~ f +e © ey ts 

RMN Sistssesscss ese 68 03 | Constrace naciona os 58 
Metal Finishing ...... °°" 72 eg en nae a ere 

etal Progress ...| |||’ 140 116 inpealerie Internacional 10s 7 
Metals and Alloys... |" 180 150 | aqaustria 7 Bake PERE ss 
Mill & Factory .....)')" 289 238 uarterip ® Moderna 108 63 
Mill Supplies ... °° °° °°" ’ 206 159 | p ieee: "hae AEST 
Mining and Metallurgy. “93 38 | (ome) ne ramericano - 

Modern Machine Shop Re ite 4 rea’ Lati Ceereee | 
oa ihiex0%) Magic ttt 3338 310 a ~Atino 8s 28 
D erm Packaging ...... 140 8 etek nas et tte eeee 

Modern Plastics ...._""*’ *158 “a1 | Spanish Oral Hygiene » os 
National Bottlers’ Gazette 114 76 | alter! Mecanico Modes’ 3 
pee tan ng THRE Mecunteo Nice 1066s 
National Provisioner (w) 103 838 Py on 

1 & Gas Journal (w)...8*t440 §*359 MN Bebsedusdbdccecss 1,150 710 
Oil Weekly (w) ...../°"" *202 *t141 | Class Grot 
Paper Industry & Paper Advertising Age (w) 

_, SOS 90 {7 | Seen 180 126 
Paper Mill News (ae $75 $53 | American Funeral Director 87 35 
Paper Trade Journal (w) *127 “92 | American Restaurant baka 58 36 
Pencil Points .......... 57 iT: 8 PRS rectal 66 46 
Petroleum Engineer ||’ ’ $1938 $151 | Hospital Management 67 89 
Petroleum Refiner .. |||” ’ 198 143 | Hotel Management ...\"" 57 32 

it & Quarry ...../°°'""" *106 *88 | Industrial Marketing 105 83 
.. SPSS eegedey 256 224 | Medical Economics 
Power Plant Engineering 185 113 .. . (sea 118 87 
Practical Builder (10%x15) 23 14 | Modern Beauty Shop ..._ 80 48 
EE eit 57 44 | Modern Hospital ....°"’’ 174 126 
Product En ineering .... *348 *287| Nation's Schools ||| |’ ’”’ 56 39 
Products Finishing (4%x upational Hazards 

St Skeasdhaseieesess . 45 40 ET teisteunn ss. . 34 29 
Purchasing ...........°°" 252 181 | Oral Hygiene (4 5/i6x 
Railway i, See 241 200 1... ee 141 115 
Railway Purchases & Restaurant Management. . 58 31 
a neres bNORRUGAS 60 sd s00 112 93 tone Management - - 

oads & Streets........_| 74 54 =) eee 
Rock Products |:/'*'"**’ 68 65 | Traffic World ee ($115 §112 
Southern Power & Indus- —— 

St a shaneb ena cscs 120 8 SE Sebddiihteon cited, 1,358 995 
eb epetete 489 t429 
Supervision ........° °°" * 21 15 $Includes Special issue. *Includes clas- 
Telephone Engineer |||" 47 87 | sified advertising. |Last issue estimated. 
Telephony (w) .....°°°* *185 *80 | tFive issues. tThree issues. # Four issues. 
Textile World ....))°°""' 1438 110 A Established Sept., 1943. 

° In the export classification, the 
Business Paper Ad advertising gain for March issues 
“ of 10 papers was 62%, while the 

Volume for First three months’ increase reached 
52.5%. In the class group, 16 pub- 

Quarter Up 32% lications showed a 36.5% gain for 
March and a 36.8% advance for 

Chicago, April 4—The volume| the quarter. 
of advertising in business papers 
during the first quarter of 1944 Advances Hammergren 
gained 31.7% over the comparable Milton G Hammergren, sales 
, . . ° 
43 period, according to figures of manager of the North Tonawanda, 
157 publications compiled by In- | > * Phonograph division of the 
dustrial Marketing. Rudolph Wurlitzer Company, Chi- 

March issues were 30.4% above cago, has been elected a vice- 
those of a year ago. In pages, the President of the company. He will 
business papers reporting are 4,797 | continue to head the sales depart- 
pages ahead for March issues, with | ment while assuming added ad- 
the page increase for the entire ministrative duties. 

Quarter 14,120 ahead of the first cumapupiiiieetainan 
1943 quarter. . s 

The industrial group of 101 King, F. ns Advanced 
Publications increased 25% in} James A. King, formerly na- 
March issues, with the gain for the| tional advertising manager of the 
quarter at 27.6%. Thirty publica- Times-Union, Albany, N. Y., has 
tions in the trade group reported| been named advertising manager. 
a 51.3% advertising gain during! R. David Fris has been appointed 


March, with 47.6% for the quarter. 


to Mr. King’s former Post. 
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ichigan Drive 
o ‘Sell’ Industry 


«: Workers in State 


Lansing, Mich., April 4.—An 
jvertising program which has 

one of its primary objectives 
selling” Michigan industrial work- 
rs on their own state as a play- 
ound, as well as telling the na- 
on about its recreational advan- 
ages, was agreed upon at the 
rganization meeting of the newly- 
reated State Tourist Council here 


ecently. 
aabers of the council, created 
vy the special session of the legis- 
nture to unite the four regional 
purist and resort associations, de- 
lared it was “necessary to sell the 
ate to the people of Michigan 
emselves, especially in the in- 
ustrial areas.” 
Vernon J. Brown, auditor gen- 
ral, who attended the meeting as 
member of the State Planning 
ommission, advised the council 
o “quit thinking exclusively of 
85 Motels and tourist cabins in the far 
gy porth” and direct advertising to 
43M@hree groups of people: Persons 
ll Byho have an unlimited amount of 
ime and money to spend on a 
9, Wacation; those who have to plan 
d budget for a 10-day vacation; 
7,@gnd those who can get away at 
43 Mhe most for a weekend at a time. 


125 Bigger Fund Forecast 


Gov. Harry F. Kelly, agreeing 
with the council and Mr. Brown 
at the $50,000 appropriated this 
ear was inadequate except as a 
starting point, said he was “look- 
ng forward to the time when the 
ppropriations will be five times 
his amount, and the state will get 
back $5 for every dollar it spends. 
fhat’s good business for a corpora- 
ion and for a state.” 

The council will work in coop- 
bration with the 11-member tour- 
stand resort subcommittee of the 
state Planning Commission, seven 
embers of which are represented 
bn the Tourist Council. 

A large portion of the $50,000 
will be used in maintaining infor- 
ation offices in Detroit, Chicago, 
leveland and Lansing, and devel- 
ping an all-Michigan booklet. 
e rest will be divided among 
arious media with a sizable back- 
og to start the 1945 campaign. 


cosiers to Discuss 
Public Relations 
710 § Business and manufacturing 
executives of Indiana will meet 
ig Pl 14 at the Hotel Claypool, 
35 Ptdianapolis, to discuss public re- 
86 Batons problems. The conference 
39 Bone of a series of meetings 
32 BSPnsored by the National Associa- 
88 fon of Manufacturers in large in- 
ey pStrial centers throughout the 
48 PPountry. 
126 Bf Speakers will include Claude 
Robinson, president of Opinion 
29 search Corporation, Princeton, 
.J.; Chester Oberly, president of 
he Tokheim Pump Company, Fort 
Wayne, Ind.; Edward A. O’Neal, 
11 Plant manager of Monsanto Chem- 
tal Company, Trenton, Mich.; 
os Frederick C. Crawford, president 
of Thompson Products, Inc., Cleve- 


es clas Band; Paul Garrett, vice-president 

“issues. (charge of public relations for 
fneral Motors Corporation, New 
ork; Everett R. Smith, director of 

n. the search for Macfadden Publica- 

ee tions, New York; and George A. 

le the Kelly, vice-president of the Pull- 

ached Company, Chicago. 

3 pub- 

in for Names Van Cleve 

e 


ioe Van Cleve, formerly pub- 
tity director of the California 
| tail Grocers Association and as- 
en Reate editor of the California 
elail Grocers Advocate, San Fran- 
“seo, has been named merchan- 
“sing manager of the San Fran- 
, Chi- oe branch of the Owens-Illinois 

ss Company, succeeding Frank 


le will ~~ who has been appointed 
epart- Tol wd company’s home office in 
d ad- 0, O. 
Hasten the 
Return of Peace. 
Faw Buy More 


War Bonds Now. 
nager 
ninted Y SIGNS OF LONG ilFf? 


by A 


Huebner Leaves WPB 


George J. Huebner, editor and 
publisher of the Tool & Die Jour- 
nal, Cleveland, O., has resigned 
as chief of the tooling branch, 
War Production Board, to resume 
active management of the pub- 
lication. 


Heads ANA Committee 


The Association of National Ad- 
vertisers has appointed its radio 
committee for the current year. 
D. B. Stetler, advertising manager 
of Standard Brands, is chairman. 


Utility Industry 
Urged to Unite 


in Broad Campaign 


Rochester, N. Y., April 4.—An 
aggressive campaign of national 
and local advertising and pub- 
licitv in which the entire utility 
industry must “conduct an active, 
two-fisted fight for its existence” 
was urged by Herman Russell, 
president of the Rochester Gas & 
Electric Corporation, before a war 


conference of the industrial and 
commercial section of the Ameri- 
can Gas Association here last 
week. 

Speaking to 300 delegates from 
all parts of the country, Mr. Rus- 
sell said that free enterprise is 
endangered by administration 
policies and that the power indus- 
try is the spearhead of its attack. 
He insisted that the government 
intends to continue its war plants 
in business after the war, declar- 
ing that “no business can compete 
with a government-owned and 
operated plant.” Calling for a 


common fight, he said: “This must 
take the form of an aggressive 
publicity campaign, both local and 
national, and there should be bet- 
ter support of the national adver- 
tising campaign.” 


Names Mrs. Spangler 


Mrs. Dorothy Spangler, formerly 
a copywriter for Batten, Barton, 
Durstine & Osborn and previously 
with J. Walter Thompson Com- 
pany, has joined Thomas F. Con- 
roy, Inc., San Antonio, Tex., 
agency, as a copywriter. 
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4 The eyes of people 
| who influence markets 
saw these ads 


The advertisers represented here haven’t 
waited for the production bell to ring 
before gettirig into selling action. They are 


in before the bell. 


markets. 


in Washington like 


Mrs. John Doe. 


the nearest branch 


A Daily Newspaper for All the Family 
Published by The Christian Science Publishing Society 
One, Norway Street, Boston 15, Massachusetts 
BRANCH OFFICES: New York, Chicago, Detroit, 
Miami, St. Louis, Kansas City, San Francisco, Los 
Angeles, Seattle, London, Geneva, Sydney. 


Their public relations advertising is now 
building strong contacts with tomorrow’s 


They, and many more leading advertisers, 
are choosing The Christian Science Monitor 
as the finest kind of medium for their pub- 
lic relations advertising. They are reaching 
through the Monitor the people who shape 
the thinking for the days to come—people 


senators, ambassadors, 


representatives, judges—people in state 
capitals such as governors—hundreds of 
newspaper editors and writers—teachers— 
radio commentators—as well as Mr. and 


Letters and statistics are available in 
abundance to back up these statements, and 
we would welcome an opportunity to pre- 
sent them to every advertiser who wants to 
build tomorrow’s markets now. 


Please telephone or write 
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Brass Tacks Guide 
for Planners Issued 


An unusually effective postwar 
plan guide — particularly for 
small and medium size businesses 
—has just been produced by Mc- 
Graw-Hill Publishing Company, 
and is being distributed to manu- 
facturing and agency executives. 

The guide is a 32-page book, 
“How Set Up a Plan for Your 
Company’s Postwar Markets,” and 
is unusual in that it presents an 
A, B, C approach to postwar plan- 
ning for an individual company 
which can be followed successfully 
without difficulty. It begins with 
a simple, easy to follow method 
for determining a company’s post- 
war sales potential, followed by 
suggestions for gathering informa- 
tion, including check lists of ques- 
tions, followed in turn by a sug- 
gested work sheet to help deter- 
mine the company’s selling objec- 
tives, a plan for getting up a pres- 
entation, and plans for developing 
sales and advertising programs for 
the postwar period. 

The bulk of postwar business, 
the manual points out, will be 
either in products or in adapta- 
tions of products which were in 
use before the war. It also em- 
phasizes strongly that the major 
postwar business problems will 
revolve around selling and mar- 
keting, since American industry 
has already demonstrated that it 
can produce any amount of prod- 
ucts for which there are buyers. 

ca ok ce 


Postwar housing in America will 
draw upon the richest array of 
materials, skills, and_ technical 
knowledge man has ever known, 
the Twentieth Century Fund said 
last week, adding that “current 
practices and lack of organization 
in the house building industry offer 
formidable obstacles to the full use 
of these possibilities.” 

The research staff of the fund 
said new uses have been found for 
metals—steel, bronze, and alumi- 
num in window sash, aluminum as 
insulation, steel in light structural 
shapes. The use of copper has 
added lightness, compactness and 
durability to the plumbing system, 
and the development of plastics 
has worked a revolution in paints 
and glues, it added. — 

Other developments suggested 
asbestos cement in shingles, siding 
and wainscoting; bituminous prod- 
ucts in roof covering, floor tile, and 
waterproofing; and rubber, mag- 
nesium, and plastics for countless 
other uses. 

* * * 


The Formica Insulation Com- 
pany, Cincinnati, O., maker of 
laminated plastics, does not antici- 
pate any great delay in adaptation 
of output to a waiting civilian 
market as soon as the war is over, 
according to D. J. O’Conor, presi- 
dent. 

He disclosed that a postwar 
planning committee, representing 
management and engineering staff, 
is “surveying the field for possi- 
bilities to utilize Formica in new 
applications as well as for resump- 
tion of production for the diversi- 
fied uses prevailing prior to the 
war.” Suggested as prime postwar 
uses are interior applications in 
the automotive and aircraft fields; 
electrical equipment; radio, tele- 
vision and collateral applications; 
X-ray and therapeutic equipment; 
rayon and textile fields; architec- 
tural and decorative uses; and 
household equipment and installa- 
tion. 

* x * 


The American Can Company, 
New York, has launched plans for 
a postwar placement program for 
employes in the armed forces as 
well as those serving in the com- 
pany’s war production subsidiaries. 

Based on scientific methods of 
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matching jobs and aptitudes, the 
program contemplates analyses of 
jobs from the standpoint of abili- 
ties and experiences required and 
a workable interview procedure 
to evaluate the potentialities of 
the individual in the light of his 
wartime activities. The analysis 
will be made from the standpoints 
of characteristics, aptitudes and 
preferences, and in some instances 
written test procedures will be 
used to supplement interviews. 
Every effort will be made to 
place men who have suffered 
physical or mental injury in the 
armed forces in jobs commensurate 
with their capabilities in the light 


of their handicaps, said Edmund 
Hoffman, manager of the com- 
pany’s personnel division. It is 
planned to write to the company’s 
more than 6,000 men now in the 
armed services to acquaint them 
with the company’s plans for their 
postwar placement. 
* * * 

Of the $5,101,087,000 in proposed 
postwar construction projects, 
engineers and architects up to the 
close of 1943 were either at work 
on plans and specifications or had 
completed plans for projects total- 
ing $1,647,960,000. So declares 
“Engineering News-Record,” add- 
ing that “it is these plans and 
specifications that are the true 
measure of postwar planning prog- 
ress in the construction industry.” 

eo * + 

Postwar development of new in- 
dustries and inter-American trade 
will be discussed at the first con- 


ference of the Commissions of 
Inter-American Development 
scheduled for May 9-18 in New 
York. Nelson A. Rockefeller is 
chairman of the Inter-American 
Development Commission, which 
has established national commis- 
sions in each of the 21 American 
republics. 

“For the postwar period,” said 
Mr. Rockefeller in announcing the 
conference, “private industry must 
resume its initiative within the 
framework of government foreign 
policy in the development of the 
resources and industries of the 
hemisphere — development which 
is essential to economic expansion, 
a rising standard of living,-maxi- 
mum employment, and social and 
political stability throughout the 
Americas.” 

a * * 


To spur business leaders to do 
more coherent postwar planning 
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now, the Chicago Association of 
Commerce has published a 132. 


page book, “Your Business ang 


Postwar Readjustment,” for dis. 
tribution among its 6,200 members 
The association, through its 58 in- 
dustrial divisions, hopes to corre. 
late the general postwar planning 
for some 20,000 Chicago businesses 
but at the same time it is urging 
individual companies to plan their 
own readjustment. 
* * * 


An annual average of 78% more 
Westinghouse electrical household 
appliances will be sold during the 
first five postwar years than were 
distributed in either of the peak 
years of 1940 and 1941, according 
to coast-to-coast estimates made 
by 102 distributors of the com. 
pany’s electric appliance division 
at Mansfield, O. T. J. Newcomb, 
sales manager, described the sur. 
vey as “a quantitative expression 


The Dilemma 
of the Aviation Advertising Buyer 


THERE ARE 36 PUBLICATIONS listed in the Aviation Business Paper Section 
of Standard Rate and Data today. (In 1940 there were 9.) 


They offer circulation ranging from 3,000 to 251,000. Their sales representa- 
tions are many and varied — creating a perplexing challenge to those re- 
sponsible for the intelligent building of an advertising program that will 
reach the true buying influences of aviation, 


We believe that a simple definition of the aviation industry with relation 
to current and post-war market opportunities may help clear the air. Each 
of the 36 publications may then be viewed in proper marketing perspective 
and weighed on the value of the service it renders, 


Aviation’s Market Structure 

There are three basic divisions of the aviation indus- 
try. Military aviation, air transport and private flying. 

Today the dividing lines between them are almost 
indistinguishable — so that current sales opportunities 
are all essentially military. 

But after the war, this will change. Air transport and 
private flying will again become specialized marketing 
areas distinct from military aviation. 


Aviation advertising has a dual objective today 

Even as aviation suppliers concentrate on their first 
job of winning the war —-they must lay the groundwork 
for the changed marketing conditions of peacetime. 

Thus‘sound advertising planning today embraces these 
essential considerations: Continuing coverage of the 
military market—for military aviation has always been, 
and for some time probably will continue to be, the in- 
dustry’s best customer measured in dollars. Thorough 
coverage of air transport, which joins the railroad, 
marine ‘and motor transport industries as one of our 
great public carriers. Sound coverage of private flying 
— primarily the fixed base operators and distributors 
who will sell and service private planes, distribute parts 
and accessories and encourage flying through flight 
instruction and auxiliary services. 


Functions of the Industry 

Manufacturing, operation, maintenance and distribu- 
tion — often loosely referred to as divisions of the in- 
dustry — are not divisions but functions. 


They are closely interrelated functions within each 
of the three basic divisions. 


This interrelationship is of the utmost sales impor- 
tance. For manufacturing executives — designers, en- 
gineers and production men — wre concerned aot only 
with the building of planes, engines and components, but 
also with the operation and maintenance of their prod- 
ucts. Conversely, operation and maintenance men exert 
important influence on the designing and engineering 
of the planes they will later buy and service. 
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For example, the Douglas DC4, the Boeing Strato- 
liner, the Pan American Clipper are products of the 
combined engineering abilities and operation and main- 
tenance experience of the airlines and the manufac- 
turers. Likewise military aircraft are joint products 
of the manufacturers and the air forces. 

In the same way the fixed base operator has an im- 
portant stake in the design and engineering of the 
planes he will sell and service. 

Thus in all three of aviation’s fields, no sharp lines 
separate the functions of manufacturing, operatio', 
maintenance and distribution. 


These basic considerations provide the key to the sour ! 
and adequate building of an aviation advertising pr 
gram, They clearly indicate the importance of a broac 
coverage industry publication to act as the foundatio: 
medium of your advertising schedule. 
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faith from a cross section of the 
wation’s experienced marketing 
en, Despite the fears of infla- 
fon and maladjustment for many 
of our economic forces, the net 
opinion is that there will be a 
favorable outcome.” 


Hunter Joins Scott 
Maxwell J. Hunter, formerly 
vice-president and San Francisco 


manager of Simpson-Reilly Litd., 
Pacific Coast publishers’ repre- 
sentative, has joined Duncan A. 
Scott & Co. He will be associated 
with the San Francisco office and 
will cover the Pacific Northwest. 


Distributor Moves 

The Publishers Distributing Cor- 
poration has moved its offices to 
1841 Broadway, New York 23. The 
telephone number is Columbus 
5-0480. 


Motley Sees Need 
for Bigger Sales 
Forces After War 


Cincinnati, April 4.—To sell the 
public on the many new postwar 
products, the nation’s present sales 
force of 4,000,000 will have to be 
increased to 10,000,000, Arthur H. 
Motley, publisher of the American 
Magazine, declared before the Top 
Management Conference here last 
week. 

Surveys indicate that many peo- 
ple now saving money will not 
spend it quickly when peace 
comes, Mr. Motley said, but will 
await demonstrations of the effi- 
cacy of the new industrial prod- 
ucts. American business is kid- 
ding itself if it believes that the 
great volume of war savings 


means that the public will auto- 
matically launch a postwar buying 
boom. 

Distribution, with selling as the 
key factor, will be the big problem 
for industry after the war, he said. 


Sales Programs Needed 


Importance of carefully-planned 
sales programs also were stressed 
by Wendell F. Hanselman, vice- 
president, Union Central Life In- 
surance Company, Cincinnati, and 
W. C. Crofoot, vice - president, 
American Sales Book Company, 
Niagara Falls, N. Y. 

Millard Romaine of the Cincin- 
nati Milling Machine Company 
said tool manufacturers should 
have a six-month start to prepare 
industries for postwar production. 
Since steel is no longer a critical 
material, the tool industry should 
be permitted to start building 
some of the special tools which 


will be needed after the war, he 
declared. 

“We have orders from auto 
plants now but can’t fill them 
until some of the war restrictions 
are removed,” he said. To start 
retooling only at the end of the 
war would mean a year’s lag in 
the auto industry and 1,300,000 
unemployed in Detroit alone, he 
asserted. 

The conference was sponsored 
by the Committee for Economic 
Development and the Sales Execu- 
tives Council of the Cincinnati 
Chamber of Commerce. 


Wagner Promoted 


Thomas H. Wagner has been 
named assistant to the president 
of Eureka Vacuum Cleaner Com- 
pany, Detroit. He will work on 
postwar planning and war con- 
tract terminations. 
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Foundation Coverage — 


the marketing function of Aviation magazine 


Since its first issue in 1916, Aviation’s editorial policy 
has been the serving of all the industry’s interlocking 


interests. 


Studies are 


maintenance developments. 


The stories of new planes, new equipment and new 
bower plants are important to all management men, 
regardless of their field or function. 


Embraced within Aviation’s 
editorial pages are 87 pages of 


tenance men — 96 to manufacturers — 68 to operation 
executives —64 to distributors. So it is throughout all 


branches of the industry. 


That is why Aviation is read by over 42,000 paid 
subscribers of multiple interests. 

And that is why Aviation maintains the largest staff 
of editorial specialists in the field. 

Thus Aviation’s marketing function is clearly defined 
—to serve the multiple information needs of the men 
who are responsible for «the designing, engineering, 
production, merchandising, regulation, operation and 

- Maintenance of aircraft. 


Because aviation has entered the most important 
period of development in its history, McGraw-Hill last 
year began publication of two new aviation magazines. 


For example — Aviation’s Design 


alone to the designer but also to 
engineers, production, operation 
and maintenance men, fixed base 
operators and other groups. 
Through Aviation’s breadth of 
editorial coverage, not only main- 
tenance men, but also engineers, designers and produc- 
tion heads, operators and distributors keep abreast of 


Their purpose —to intensify information service to 


of vital interest not 


average issue of 115 
first interest to main- 


all significant news 


From the men who guide 


meet the increasing demands of war and postwar. 


Aviation News—to intensify top-management coverage 
The swift developments in aviation today demand 
week-to-week, authoritative presentation of all the news 
of aeronautical significance. Avia- 
tion leaders and planners are the 
busiest men in U.S. industry to- 
day, and they must keep pace with 


developments. 


To meet this need, we began publi- 
cation in August 1943 of the only 
weekly in the field—Aviation News. 
The urgent demand for Aviation 
News is indicated by the fact that 8258 of the most 
influential men in aviation have subscribed to this new- 
type publication within its first eight months, 
Air Transport— 

for specialized coverage of air transportation 

As air transportation takes its place alongside our 
other great carriers of passengers and cargo, there has 
grown an urgent need for a publi- 
cation devoted wholly and exclusive- 
ly to its special interests. To meet 
this need we began publication in 
September 1943 of Air Transport. 
Within seven anonths it has become 
the strong national voice of the in- 
dustry. 
the progress of air transportation 
— its operating and maintenance executives, its finan- 
cial interests, its government and civilian authorities 


—has come immediate recognition of the important 


We believe that these three magazines — Aviation, Aviation News and Air 
Transport — offer the most effective method of reaching the true buying 
influences of the aviation industry — now and in the critical period ahead. 


Iw 


AVIATION x AVIATION NEWS « AIR TRANSPORT 
McGraw-Hill Publishing Co., Inc. 330 West 42nd Street, New York 18, N.Y 


editorial leadership of Air Transport. To date 7364 of 
these men have paid over $30,000 to keep pace with the 
developments of air commerce through the pages of 
Air Transport. 
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(15 HERE! THE NEW 
"BEAUTY TREATMENT” 


Chiffon Soap Flakes Give You 
Not 1—Not 2—But 5 Advantages! 


"IT'S HERE'—So declares opening copy 
Armour & Co. launched recently in 
a new, 12-month newspaper campaign 
in Chicago and New York in behalf 
of Chiffon white milled soap flakes, 
described as “the new beauty treat- 
ment for fine fabrics." Foote, Cone & 
Belding, Chicago, directs the account. 


Yardley to Start 


Newspaper Drive 


Union City, N. J., April 4.— 
Yardley & Co. Ltd., through N. W. 
Ayer & Son, will use newspapers 
for the first time for its new cam- 
paign on “color light” face pow- 
ders in 12 major cities across the 
country. 

Fifteen-inch ads will be used on 
a 52-week schedule beginning the 
week of April 3, with the first ad- 
vertisement captioned “Look 
sparkling bright, color-light your 
complexion.” 

On April 19, a similar campaign 
will begin in Puerto Rican papers, 
Illustrado and El Mundo. These 
15-inch ads will promote the new 
face powders and Bond Street 
toiletries. 


Erickson, McNamara 
Join Knollin Agency 

Norman Erickson, who formerly 
operated his own commercial art 
studio in Chicago, and Thomas J. 
McNamara, formerly with J. 
Walter Thompson, San Francisco, 
have been named art director and 
account executive, respectively, of 
the Knollin Advertising Agency, 
San Francisco. The agency has 
been named to handle the account 
of Manning’s, Inc., San Francisco 
coffee roaster and operator of a 
coastwide chain of coffee cafes 
and stores. 

The Los Angeles office of the 
agency has been moved to the 
Security Title Insurance building, 
530 W. 6th St. 


Henrickson Joins Mathes 

Carl H. Henrikson Jr., New 
York regional business consultant 
of the Department of Commerce, 
has resigned to join J. M. Mathes, 
Inc., New York, as associate direc- 
tor of research, a new position in 
the department headed by Dr. 
O. L. Tinklepaugh, vice-president 
in charge of research. 


Opens West Coast Office 


Sylvania Electric Products, Inc., 
New York, manufacturer of light- 
ing devices, electronic equipment 
and fluorescent fixtures, has estab- 
lished Pacific Coast headquarters 
at 111 Sutter St., San Francisco, 
from where the company will con- 
duct its export business as well as 
supply the western market. 
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Drops 2 Accts.; Adds 2 


To permit increased specializa- 
tien in trademarked and packaged 
goods accounts, Rose-Martin, Inc., 
New York, has resigned its corre- 
spondence school accounts, in- 
cluding the Newspaper Institute of 
America and the New York Insti- 
tute of Photography. The agency 
has been named advertising coun- 
sel for S. Gumpert Company, 
manufacturer of Noxon metal 
polish, and Holtzman Pretzel 
Company, New York. 


Agency's Name Changed 

The yame of the Oswald Adver- 
tising Agency, Inc., Philadelphia, 
has been changed to Ecoff & James, 
Inc. Wesley M. Ecoff, president, 
and Earl W. James, executive vice- 
president, who purchased the in- 
terests of the late Charles A. Os- 
wald two years ago, have been 
with the agency since its found- 
ing in 1923. 


es 


Spiegel Purchases 


Chain of Stores 


Chicago, April 5.—As the first 
step in the “five-store plan” it 
announced several months ago, 
Spiegel, Inc., disclosed this week 
that it has acquired Sally Chain 
Stores, retail women’s ready-to- 
wear organization operating in 14 
states. 

The purchase, for approximately 
$1,725,000, was announced at the 
annual stockholders’ meeting by 
Modie J. Spiegel Jr., president and 
general manager of the mail order 
house. The organization includes 
46 individual stores, 22 of them 
operating in the Chicago metro- 
politan and suburban area. 

The “five-store plan,” set up by 
Earl D. Weil, vice-president and 
merchandise manager for Spiegel, 
divides the mail order company’s 
operations into five divisions—the 


women’s store, men’s store, chil- 
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dren’s store, home furnishings 
store and hardware - auto - farm 
store. Eventually, the company 
also plans to operate retail stores 
in all five of these divisions. 

The Sally Stores personnel, 
which is to be retained, is headed 
by Arthur S. Kahn, president and 
founder, and Abner Parker, execu- 
tive vice-president and general 
manager. Last year’s sales of the 
chain, in excess of $10,000,000, 
were the best in history, with 
profits amounting to about $800,000 
before federal taxes. 

Louis G. Cowan, president of 
Louis G. Cowan & Co., Chicago 
agency, was elected to the Spiegel 
board of directors at the annual 
meeting. All other directors were 
reelected. 


Hirestra Names Hoyt 

The Charles W. Hoyt Company, 
New York, has been named to 
handle the advertising of Endo- 
creme and other products of the 
Hirestra Laboratories, New York. 
Endocreme will continue to be 
advertised in cooperation with 
leading department stores, but fur- 
ther plans for its promotion in 


1944 are now being made. 


“Nay, Nay, Romeo! 
I Love Thee, But...” 


Can you imagine Juliet turning down 


Romeo? No? 


Then can you imagine our turning down 
more than 200,000 lines of local, national 
and classified advertising in one month? 


Well, we had to do it. 


Over a 10-year period Cincinnati Post 
linage grew—and grew—and grew! 
bang!—it collided violently with the war- 
time paper restrictions. Today we simply 


aS 


can’t print editions big enough for our 


advertisers’ needs. 


We have, however, worked out a fair 
plan for dividing the substantial amount 
of advertising space available. 
these difficult times, our advertisers can 


Even in 


count on an equitable share of Cincinnati 


Then 


Post space with which to get their share 
of Cincinnati business. 


For further details write today to W. C. 
Savage, National Advertising Manager. 


Cincinnati Post 


CINCINNATI 


2 OHIO 


Represented by the National Advertising Department of Scripps-Howard Newspapers 


The New York chapter of Sigma Delta Chi will hold its 55th anni.‘ 
versary celebration at the New York Ad Club on April 17. John A, 
Crone of Y&R is secy. and handling reservations, in case you're 
planning to attend... 

Paul McCluer, sales mgr. of the NBC central division, has been 
appointed chairman of the public information committee of the USO 
Council of Chicago. . . Jack Williams, editor and publisher of the 
Journal-Herald, Waycross, Ga., who is also pres. of the South Geor- 
gia radio net and Ga. Assoc. of Broadcasters, has announced his 
candidacy for representative from Ware County in the July 4 pri- 
mary... 

James M. Cecil, of Cecil & Presbrey, has been elected to the bd, 
of directors of the Travelers Aid Society. . . Maurice Nichols, east- 
ern ad. mgr. of the Ideal Women’s Group is off on a belated vaca- 
tion. An ardent skiing enthu- 
siast, he is visiting Mont Trem- 
blant in Quebec, Canada, where 
snow is deep and hills are steep. 
. . . Lucky Strikes came in for 
a handsome bit of free publicity 
when George V. Denny Jr., pres. 
of Town Hall and moderator of 
the “Town Meeting of the Air,” 
paraphrased the cigaret’s LS/ 
MFT radio commercial with his 
own TH/MFS, meaning “Town 
Hall, Mighty Fine Speakers.” 
Occasion was the annual dinner 
given by Town Hall’s bd. of di- 
rectors at the Waldorf-Astoria, 
attended by a select audience of 
1,700 individuals who came to 
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INKY-DINKY-DOO—Funnyman Jimmy 

Durante gets plenty of laughs from Al 

Goetz (I.) of Pepsi-Cola and Bill Rey- 

del of Newell-Emmett Company, at the 

recent Fawcett Publications party in 
New York. 


hear outstanding war correspon- 
dents and news analysts predict 
the future course and results of 
the war. . . Norman Bel Geddes, 
noted industrial designer, is sole 
beneficiary of the estate of his 


wife, professionally known as Frances Waite. According to the 
N. Y. State Transfer Tax Dept. he receives $35,054. . . 

L. W. Lane, pres. of Lane Publishing Co., has been named San 
Francisco district chairman of the CED planning committee of the 
San Francisco Chamber of Commerce. . . Clyde F. Coombs, vice- 
president and mgr. of Station KARM, Fresno, Cal., has been elected 
pres. of the Fresno Rotary Club... 

Cited as a good citizen for his active participation in community 
affairs, Roger W. Clipp, pres. of WFIL, was honored recently at a 
luncheon of the City Business Club of Philadelphia. In the same 
city, the Poor Richard Club picked another radio exec., Mark Woods, 
pres. of the Blue, for a citation of merit paying tribute to his leader- 
ship in radio network broadcasting. . . 

The Liberty ship SS C. K. McClatchy, named for the late owner 
of the McClatchy newspapers and radio stations, Sacramento, was 


ADMEN'S 
POST 209 
ave 


DETAILS—of his 55 flights over the Japs in the South Pacific is being recounted 
here by Capt. Keith McKeeman, DFC., USA, at the Hotel Lexington, New York. 
Interested listeners are (I. to r.) Cecil Agate, director of advertising and sales 
promotion of the Sonotone Co.; Gene Flack, public relations and ad director 
of Loose-Wiles Biscuit Co. and vice-president of the Sales Executives Club of 
New York; Charles E. Rochester, vice-president and managing director of the 
Lexington and commander of the Advertising Men's Post 209 of the Americen 
Legion; Ralph F. Rio, real estate and hotel ad manager of the Herald Tribune; 
George E. Alluisi, assistant ad manager of the Tribune. 


launched recently at Wilmington, Calif. The vessel was christened 
by Eleanor McClatchy, C. K. McClatchy’s daughter, who is now 
head of the newspaper and radio interests. .. M. F. Murdaugh, ad 
dir. of the Herald and Sun, Durham, N. C., has been appointed a 
member of the trade expansion committee of the Durham Merchants 
Assoc... 

Morton Henkin, v.p. and sec’y. of Station KSOO-KELO, Sioux 
Falls, S. D., and Sylvia Wolff of the same city, were married in Chi- 
cago March 19. . . Philip Meyers, pres. of Fashion Frocks, Inc., Cin- 
cinnati dress manufacturer, has been appointed a regional vice- 
chairman of the $550,000 campaign of the Hebrew Union College, 
Cincinnati. He will direct the drive in Ohio and Michigan... 

Sgt. Vincent W. Ostrand, who was in the Guadalcanal campaig" 
and the battle of Tarawa, was recently promoted from corporal to 
his present rank. Before enlisting in the Marine Corps, Sgt. Ostranc 
was assistant art dir. at the Glaser Advertising Agency, Boston. . 

Richard C. Coblens, BBDO acct. exec., and Mrs. Coblens an- 
nounce the birth of their 2nd daughter, Frances Maywood. . . Bob 
Moore, formerly with BBDO and now an ensign in the Navy, has 
completed his basic training at Ft. Schuyler, N. Y., and before de- 
parting to Norfolk, Va., for advanced training, stopped off at the 
agency’s hdgqts. to say hello to his former cronies. . . 
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Public Should Look 
for ‘42 Models 
First, Teague Says 


New York, April 4.—Postwar 
inflation is less likely if the public 
js brought to realize that it should 
not expect radically new designs 
and models for some time after 


the war ends, Walter Dorwin 
Teague, industrial designer and 
expert on product and package de- 
sign, told the 10th session of the 
post-graduate course conducted by 
the Sales Executives Club of New 
york here tonight. 

But, Mr. Teague added, the pub- 
lic should be reassured that manu- 
facturers have taken advantage of 
the techniques and research to 
produce new goods, which will ap- 
pear on the market gradually, so 
as to cushion the transition from 
wartime to peacetime manufac- 
ture. This assurance can be used 
to create good will for manufac- 
turers as a whole, he said. 

One of the most important 
phases of the return to peacetime 
production will be the objective of 
maintaining full employment, the 
noted industrial designer said, and 
so, of necessity, many manufac- 
turers will first resume produc- 
tion of improved 1942 models. 


Many Products Designed 


Intimating that his organization 
of 92 members has evolved a host 
of newly-designed and packaged 
products covering virtually every 
field of business and industrial 
enterprise, Mr. Teague pointed out 
to the audience that such infor- 
mation is highly confidential and 
belongs to the clients. Also, he 
added, he would venture no 
prophecies on what any of these 
companies are planning for the 
postwar era. 

However, by the use of film 
slides and his own personal com- 
mentaries, Mr. Teague gave the 
audience a foretaste of things to 
cme. These slides showed what 
happened to a vacuum cleaner 
merchandised by Montgomery 
Ward when Mr. Teague’s organ- 
ation redesigned the product. 
Sales increased from 150 to 200%, 
he said. 

When Texaco finally approved 
the Teague design, it built some 
4000 standardized service stations 
aross the country up to the time 
he war put a stop to further con- 
struction. 

The films provided other sig- 
lificant material which could only 
“rve to whet the appetites of the 
ules executives present, showing 
weh varied products as a mimeo- 
gaph machine, machine tools, 
soves, etc., in their antiquated 
states, and what happened to them 
after treatment by Teague. 


Decries Seller’s Market 


Leo H. Rich, head of the post- 
war planning program of the 
Teague organization, warned that 
after the war people are going to 
exercise extreme discrimination in 
thoice of products and admonished 
the sales executives not to be 
lulled by postwar planners who 
ae predicting a huge seller’s mar- 
*et in which the public will buy 
‘ny old thing. 

The 10,000,000 or more men in 
he armed services, handling the 
ltest and most efficient equip- 
Ment, cannot help but have a pro- 
founced effect upon our postwar 
oducts, he said. Women in war 
jlants will know whether a vacuum 
‘leaner is well made and looks 
ight. Housewives who have had 


eee 


fo “am 
Pama 
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to do without maids during the 
war will look for labor saving fea- 
tures; their unsatisfactory experi- 
ences with victory models will 
make them more selective buyers 
for products which stand up better 
after the war. 

Public opinion polls repeatedly 
show that the public wants new 
and better things, Mr. Rich con- 
tinued, pointing out that the pub- 
lic is aware of the tremendous 
strides industry has made during 
the war and that it has the right 
to expect great improvements 
when peace comes. _ 
“This doesn’t mean it expects or 
would even welcome some of the 
wild fantasies found in the Sunday 
supplements—and a lot of our ad- 
vertising campaigns — but it cer- 
tainly doesn’t expect that the war 
will have brought no progress,” 
Mr. Rich said. 

The difficulty of reconversion 


facing the automobile industry 
does not stand in the way of man- 
ufacturers in many other fields 
and must not be used by them as 
an excuse to bring out old models, 
the speaker added. 

Asserting that many companies 
have been preparing for some time 
to meet the postwar market, Mr. 
Rich disclosed that on the findings 
of a survey made by the Teague 
organization in 1942, 84% of the 
manufacturers of the country are 
already taking steps in this direc- 
tion and another 12% are planning 
to do sO as soon as manpower is 
available. mo 

Edward Mabley, another Teague 
associate, gave the sales execu- 
tives the details of an intensive 
survey made by his organization in 
behalf of White Motors. On the 
basis of its research, Teague has 
submitted a newly-designed cab 
to the company which is expected 


to make its appearance with the 
resumption of peacetime produc- 


tion. 


Ray Aarnio, also with Teague, 
speaking on plastics and light 
metals, asserted that many of the 
seemingly fantastic ideas of post- 
war products will be realized, add- 
ing that the use of plastics as a 
substitute has passed and that they 
are now a material in their own 
right, destined to play an impor- 
tant part in things to come, by 


themselves, and in conjunction 
with other materials. 


To Publish Chemical 
Trade Name Directory 


A directory listing 1,500 chem- 
ical-base product trade names of 
more than 200 corporations will 
be featured in the annual chemical 
number of Financial World, New 
York, in its April 12 issue. 


ee ine ee Beate ee 
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This is the first time such a 
glossary has been prepared for the 
layman, and provides instant ref- 
erence to the trade names of pe- 
troleum derivatives, pharmaceu- 
ticals, plastics, rubber products 
and synthetic fabrics. 


‘American Weekly’ Statf 
Handles ‘Home’ Ads 


Advertising sales of the Satur- 
day Home Magazine and the Comic 
Pictorial, distributed with the New 
York Journal-American and the 
Chicago Herald-American, are now 
being handled by The American 
Weekly through its offices in New 
York, Chicago and other cities. 

Effective next October 1, based 
on combined circulation of more 
than 1,000,000, these rates will be 
effective: four-color page, $2,800; 
black and white page, $2,500; half- 
page, $1,600. 


Ready: New Survey on 


Building Material Dealer Inventories 


American Builder offers first quantitative analysis 
of war time inventories and post war buying needs. 


@ Covers 43 building materials and products. 


Analyzes inventories and post war requirements 
by 9 regional breakdowns. 


* 

@ Shows actual quantities of each item needed 
merely to restore 1941 inventories. 

as 


National totals by geographical regions. 


FREE SURVEY reports product inven- 
tories of Retail Lumber and Building 
Material Dealers. Special interpretive 
analysis on request (see example below). 


restore 1941 inventories: 


Gypsum Plaster ....... 
Insulation, Blanket Type 


A SIMMONS 


If you are in a real hurry for a copy of this survey, the American Builder man 


1,950,876 bags 
561,292 rolls 
Insulation, Board Plank 31,603,707 sq.ft. 


Asbestos Shingles ..... 552,975 sas. BARERONM co cc cccsccce 
Circulating Fireplaces. . 40,046 Motal Gash ....ccccces 
Factory Finished Flooring 17,546,310 bd.ft. Wee FORGE ccccccccoce 


43 Products Grouped by Relative Scarcity 


Figures shown are quantities needed by retail lumber and 
- \building material dealers to restore 1941 inventories 


ah Most difficult to obtain and needed in largest quantities merely to 


Builders’ Hardware ....$14,171,516 Metal Lath .......c000 7,392,746 sq.yd. 
Copper Flashing ...... 4,984,050 lbs. Softwood Flooring ..... 271,044,290 bd.ft. 
Vie PiyWeod ...cccsses 419,510,568 ft. Steel Sheets .......... 1,380,368 sas. 
Garage Doors (Up. Actg.) 233,998 , eee reer rr err $2,971,904 

MasG Bease 2.6 cccccee 100,913,750 sq.ft. \. fer 10,597,310 bdls. 
Hardwood Flooring ... . 163,955,500 bd.ft. Wood Shingles ........ 7,077,674 sas. 
ERG oe cccccvcavess 4,923,195,522 bd.ft. Woven Wire Fencing... 26,178,012 rods 


2) Non-strategic materials readily available, plus others temporarily 
scarce due to use as substitutes for currently scarce competitive products: 


Asphalt Shingles ...... 2,371,880 sas. Insulation, Wool ...... 326,019 ctns. 
Building Paper ....... 1,613,125 rolls Kitchen Cabinets ..... 104,395 
Composition Siding .... 645,602 sas. Lime Plaster ......... 2,737,315 bags 
Gypsum Board ........ 147,932,850 sa.ft. Medicine Cabinets .... 185,186 


BE. béecesseecuse 
Portland Cement ...... 
Prepared Paint ....... 


Insulation, Board Roll Roofing .......... 3,448,390 rolls 
Sheathing .......... 174,178,851 ft. CE GE ba cccccears 668,252 hanks 
Insulation, Dry Fill.... 658,464 bags pre 150,797,886 sq.ft. 
Insulation Lath ....... 62,786,416 sq.ft. White Lead .....cceee 5,634,545 lbs. 
Insulation, Mineral .... 822,272 bags Window Glass ........ 450,364 bxs. 


3) Scarce items (including some carried by a relatively small percentage 
of dealers) which have excellent current and postwar possibilities: 


These national totals on each product are broken down in the 
Report (available on request) by 9 geographical regions, num- 
ber of yards that will buy, regional totals, and averages per yard. 


AMERICAN 
BUILDER © 


BOARDMAN PUBILI 


ATION 


im your territory will be glad to rush one to you. 


Chicago 3, Illinois: 105 West Adams St. 
Cleveland 13, Ohio: Terminal Tower « 
Washington 4, D. C.: 832 National Press Building * 
Henry Building * San Francisco 4, Calif.: 300 Montgomery St. + Los Angeles 


14, Calif.: 530 West 6th St. « Dallas, Texas: P. O. Box 1808 


11,576 crids. 
6,032,060 bags 
3,318,944 gals. 


742,425 sa.yds. 
458,428 
5,798,155 rolls 


« New York 7, N. Y.: 30 Church St. 
Ann Arbor, Mich.: 1080 Stein Road 
Seattle 1, Wash.: 1038 


Would You Like a Special Interpretive 


Analysis Pertinent to Your Product? 


American Builder’s Research Editor will be glad 
to give you his interpretation of some of the 


variables relating to any product in the list op- 


ritorial conditions. 


posite. He is in possession of much detailed in- 
formation that enables him to interpret the pub- 
lished Survey figures as they affect competitive 
products and related items. He can explain some 
“out of balance” figures in terms of specific ter- 


For example: GYPSUM BOARD. Total fig- 


ures show that 36.8 percent of the dealers need 


gypsum board ... an average of 17,725 square 
feet per yard. Projected nationally this means 
that 8,346 yards (out of 22,681) need 147,932,- 
850 square feet of gypsum board to restore their 
inventories to 1941 levels. The percentage fig- 
ures showing the number of yards that will buy 
fall below the national average in seven out of 
nine regions. The abrupt jump takes place in the 
Mountain and Pacific regions where 46.4 per- 
cent and 64 percent of the yards respectively in- 
dicate a need for gypsum board. This sharp in- 


crease is due to the fact that an extraordinary 


number of war houses were built in Southern 
California last year with the result that the entire 


output of Pacific Coast gypsum board mills was 


absorbed. All available stocks were used and 
stocks in adjoining territories were partially 
drained off in order to meet urgent demand. 


I American Builder, Research Department 1-B, 


Inventory Survey.” 


of 


105 W. Adams Street, Chicago 3, Illinois 
(j Please send my free copy of “American Builder’s 


(-) Please send special interpretive analysis 


(Building material or product in which you are interested.) 


i Position 


| Company 


! Street 


City & State 


Peak 3 | ae bi - a os — a = "the One re a aa pe - Me se ei a + Pe Co “ 2 4 
i. - . . a 
A. 
re : 
n | <2 
O ea 
| <a —= 
is ae i 
Po * ; : : 
5, gel i a 
d. OP ite 
t. 
i- 
l- 
l- a 
e | E 
p. : Dee el . 
r : 
y 
S. ' 
of 
” 
4 
| _ 
is a 
n ia 
7 ee as ae * wy : 7 i 
*Kila ; 
Be ’ “i . | | | — 
: Arica ne a 
of Builders, f _ | 
10 oe INVENTORY > = 
ot ee es f 
at PEs Se ; 
rN Oe. ee ae a 
e rg a: 4 a "2 , * i" ? F 4 f re ‘ 7 
is SS -— a ee rr 4 
€ | : ; , J “4 —_ 
1e a 
po — 
od . 
y | ite : 
. . 2 
he —_— 
_ 
sc 
‘ . 
o 88 " 
ee TO ae bs . 
a BP P| P| ; 
) ye 
ed : 4 , 
rk. oe 
les 
or | 
of 
[ Pd 
en 
je; i a ee 
r ee fly 
= ' i ’ ; 
WwW j 
a — 
its Pe ee SaaS Se eee ae eae Sea awe 
VE ———————_—_————_—_—_———— re ee Pe 
1x Es i a 
l= . oF nt E Tit t | ; ae ‘: = 
e- a . Pe ae 
e, | i I = ae 
gn ) ee z= — | a 
to s 2 t Name SS 
nd 540 N. MICHIGAN AVE.+ CHICAGO |& a ~ 
a a cilia | 
“ DIDS T4706 " 
ye. PH ATs J—__—_._____ | 
“ #O7gGRneh’ | ___—dEA ER EDS ein 
he sy LL, 
. Said : years, ‘ ' ge, ; é io) [ 
¥e =) , P A ei ) r a et ; x ts * er: + o 7 1 ie put ‘ % i =. he at F Ln ‘ aay 2 * ad . 7 


Opens Pittsburgh Office 

The Oil & Gas Journal, Tulsa, 
Okla., has opened a sales office 
at 704 Grant building, Pittsburgh 
19, in place of its former Cleve- 
land office. Craig Espy, recently 
named manager of the Cleveland- 
Pittsburgh territory for the Jour- 
nal, will also represent the Petro- 
leo Interamericano. 


Bel Geddes Reorganizes 


Norman Bel Geddes, industrial 
designer, whose partnership with 
Roger Nowland, Peter Schlader- 
mundt and Katherine B. Gray was 
dissolved March 15, has reorgan- 
ized the Norman Bel Geddes Com- 
pany with the addition of three 
new partners: Robert L. Newman 
Jr., Nathaniel B. Wales and Fred. 
erick H. Boynton. 


MELT 
WANTED 


PUBLICITY — Writer — contact-man with 
experience. Opportunity in expanding de- 


partment. Scientific background preferred. 
Draft deferred. Salary open. Phone or 

Cunningham, Newell-Emmett 
Co., 40 East 34th St., N.¥.C. (16). As 


4-4900. 


s 

cd 

J 

w write Miss 
e 

* 

a 


cash with order. All 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and “Represen- 
tatives Available,” 30 cents a line, minimum charge $1. 
other classifications 
rates): % in., $2.75; 1 to 3 in., $4.75 per inch. 


Terms 


(single insertion 


HELP WANTED 


HELP WANTED 


WANT A BETTER JOB? 


Copywriters, art directors, ad managers, ra- 
dio directors, ied now in Boston, Chi- 


cago, Detroit, Cleveland, San Francisco. 
Permanent. Excellent salaries. 
Ask for our free booklet, ‘“‘How to Match 


Men and Jobs.’ 
SALES OPPORTUNITIES 


PERSONNEL CONSULTANTS 


‘*‘matching men and jobs”’ 
8 South meee | Avenue ANDover 3129 


(Solid firms seeking sound men only are 


solicited) 


Printing and Litho Company. 
out and finished art. Permanent, ex- 
cellent proposition for the right 
man. Write for appointment—stat- 
ing experience, age, salary. 


Box 4698, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Lay = 


EDITOR, man or lady, for Southwest 
magazine. Good salary plus financial 
interest in new enterprises of sound 
expanding firm including a new con- 
sumer magazine at war's end—a 
genuine opportunity for right party. 
Garden or agric. experience is quite 
desirable. Must be alert, very per- 
sonable and have managing ability. 
Give draft status, age (under 43) ex- 
perience, and employment and salary 
record past 5 to 8 years. Enclose 
closeup “snapshot.” 

Box 4687 ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Midwest Advertising Agency needs 
man or woman by September that 
is good at finished catalog, broad- 
side and publication ad _ layouts. 
Ability to do lettering an asset. 
Must know reproduction process. 
Permanent position, unlimited. op- 
portunity, attractive salary. Send 
complete information regarding your 
preference. 

Box 4644, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


COMPLETE DECAL SERVICE 
Americon Decalcomania 
Co., foremost designers 
and manufacturers of gen- 
vine decalcomania products, 
offers a complete service 
on all types of transfers 

. .. nameplates, instruction 
tags, trademark identifica- 
tion, truck lettering and 
door and window signs os 
well as product decorations. 
|. Skilled designing and 
decalcomonia service 
available without cost. 


~Drin 


Budweiser 


BEES 


For the Ideal “Follow-Thru” Medium 
Point-of-Purchase Decal Signs 


“See ‘AMERICAN’ 7ex2" 


Take full advantage of your previous promotions and advertis- 
ing with “American” decal window signs that remind potential 
buyers of your products or service . . . right at the point of pur- 
chase. In addition to their advertising value “American” decal 
window signs offer effective dealer aid and identification. 
Durable, washable, easy to apply, “American” decals give day 
and night service ... 365 days each year. Spot door and win- 
dow decals, top of window valances, back-bar or showcase 
decals—all are vital, yet inexpensive dealer helps and shopper 
reminders. Free designing service. Samples on request. 


- AMERICAN DECALCOMANIA CO, Inc. 


World’s Foremost Monufacturers of Decalcomania 
is GENERAL OFFICES AND MAIN FACTORY — 4324 FIFTH AVE., CHICAGO 24, ILLINOIS 


HELP WANTED 


Advertising Age, April 10, i944 
HELP WANTED 


WANTED 
ACCOUNT EXECUTIVE AND 
COPYWRITER 
Who Seeks 
a Comfortable Important Future 
Experienced man, draft proof, who 
writes terse, persuasive copy, can 
find present income of $4,000-$5,000 
a year and bright prospects for per- 
manent growth in this advertising 
agency. Requirements: good appear- 
ance, cooperative spirit, attractive 


personality, energy, ability to learn 


new industrial products fast, nice 
layout sense, creative ideas, en- 
thusiasm., Tell us age, marital 
status, reason for deferment, sal- 
ary desired, reason for changing, 
business history, qualifications. In- 
clude samples and photo, which will 
be returned. Strict confidence. 
ED WOLFF & ASSOCIATES 
428 Taylor Building 
Rochester 4, New York 
Secretary to important trade paper 
executive. Must be thoroughly ex- 
perienced and expert stenographer. 
The applicant is probably now oc- 
cupying similar job. Write full de- 
tails, including commencing salary. 
Box 4697, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Sg 
ASSISTANT TO PRESIDENT 
wanted by growing, progressive St 
Louis advertising agency for indus. 
trial copy, research, contact on profit 
sharing basis. 
Box 4691, ADVERTISING AGRE 


“4 


100 E. Ohio St., Chicago 11, Til, 


POSITIONS WANTED ~~ 


PUBLIC RELATIONS, PUBLICiITy 
Young woman, 10 years experience 
in organizational work and socig) 
service, wide background, graduate 
speech and journalism, wants job jp 
public relations and/or publicity jp 
Chicago area. 
Box 4700, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, 1)I, 
FOOD ACCOUNT EXECUTIVE — 
desires connection as account exeey. 
tive or merchandising executive wit) 
top agency handling food accounts 
At present employed as advertising 
manager of important mid-westery 
food manufacturer. 10 years experi. 
ence merchandising, selling and ag. 
vertising of foods, including diree. 
tion of national magazine campaigns 
sales promotion, and editing externa} 
house organs. Age 37, draft exempt, 
Box 4696, ADVERTISING AGE 


PLANS MAN 
A nationally known 4-A advertising 
agency wants an experienced man to 
do the actual writing of plans for 
sales promotion and advertising 
campaigns. He must be a logical 
thinker and convincing writer. The 
more he knows about copy, media, 
contact work, sales promotion and 
research, the better equipped he will 
be for this job. If he has the ability 
to make a forceful presentation of 
an advertising campaign to a group 
of salesmen or distributors, it will 
be in his favor. Give full experience. 
The men in this agency know of this 
advertisement. 
Box 4694, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING, PUBLISHING 
SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
310 S. MICHIGAN, CHICAGO 
20 YRS. ADV. EXPERIENCE 


EXCEPTIONAL OPENING 
For an Associate Editor by a na- 
tion-wide hotel trade publication. 
Prefer one familiar with today’s ho- 
tel operation. Must be draft exempt. 
Apply by letter stating background, 
experience and salary expected. 

Box 4661, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Artist — Chicago Publishing Com- 
pany. Layout and finished art and 
some knowledge of production. Per- 
manent. Give full details including 
experience, age and desired salary. 
Box 4675, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 
209 S. State St. Chicago, Ill, 


MAGAZINE SPACE SALESMAN 
Largest fiction group in field. Prefer 
man with considerable mail order 
experience but with thorough knowl- 
edge of general field. Salary and ex- 


penses. Phone Al Salisbury, Fra. 
5566, Chicago, for appointment. 
BUYER 


for hard goods consumer merchan- 
dise wanted by old established whole- 
saler in Boston. This is a most un- 
usual opportunity for the post war 
period for one with executive abili- 
ties. Only men accustomed to high 
earnings need apply. State fully 
your past experience and earnings. 
Box 4688, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y 


100 E. Ohio St., Chicago 11, Il, 
PRODUCTION MAN with agency ex. 
perience; typography; engravings; 
electrotyping; printing; age 4}: 
draft exempt; Chicago location pre- 
ferred. 

Box 4695, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IL 
RADIO DIRECTOR with agency ac. 
count executive. Strong on ideas 
copy, radio production. Wants posi- 
tion where he can afford to spend 
more time doing a better job for 

fewer, bigger accounts. 4-F. 

Box 4693, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, [Il 
Highly trained production executive 
in advertising and catalog depart- 
ment of 300 people. Successful rec- 
ord as Sales Manager and copywrit- 
er. Able to deal with art studios, 
engravers, typesetters, printers, 
binders, publishers and advertising 
agencies. Able to establish and op- 
erate advertising and sales depart- 
ment. Progress stopped where now 

employed. 

Box 4690, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


INDUSTRIAL EDITOR 
AND COPYWRITER 
Experienced both dealer and em- 
ployee house organs, also direct mail 
trade journal copywriting. 
Young, personable, short on tempera- 
ment, long on ideas. Chicago only. 
Box 4689, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


REPRESENTATIVE AVAILABLE 


Publisher’s Representative—Experi- 

enced on top-notch trade papers. 

College graduate. Draft exempted. 
Box 4692, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


BUSINESS OPPORTUNITY | 


Opportunity for artist to open 
studio next door to Advertising 
Agency in midwest city of 230,000. 
Agency account alone will pay over- 
head and good income. City short 
of artists. Plenty of free-lance work 
available. Write for complete in- 
formation. 

Box 4645, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 
WANT NEW YORK ADDRESS? 
Our High Class Mail Address Serv- 
ice forwards your letters, messages 
$2.50 monthly. CBS, 542 Fifth Ave. 
For Sale—Dupligraph Machine Model 
5300 E, No. 57F140, in good operat- 
ing condition. Phone Mr. Rehm, AD- 


. VERTISING AGE, DEL 1337. 


Pfau Succeeds Anderson 


Howard L. Pfau, district man- 
ager in northern Ohio and Mich- 
igan for the Globe-Wernicke Com- 


pany, Norwood, O., has been 
named general sales manager to 
succeed Harry C. Anderson, who 
has resigned effective April 15. 


TRY THIS ON YOUR PHONE 


. . . Write or Phone for 
one of our Representatives 


- « You will find 
it a satisfying 
number because 
it opens the 
quick, sure way 
to the complete 
and economics! 
handling of 
your production 


requirements. 


—Let us show you samples of work 
we are doing for successful institutions. 


FAITHORN CORPORATION 


Ad-Setters - Engravers - Printers 


400 N. Rush St., Chicago 11 » Whi. 2300 
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General Electric 
Reveals Postwar 
Television Plans 


(Continued from Page 1) 


cial network programs with large 
studio audiences was exhibited by 
engineers of the Austin Company. 

Highlights of General Electric’s 
postwar television plans are as 
follows: 

1. The company has just insti- 
tuted a reservation plan for the 
purchase of postwar television 
proadcasting equipment, modeled 
along the same lines as that an- 
nounced last November, calling for 
the depositing of war bonds to re- 
serve AM, FM and other broad- 
casting equipment (AA, Nov. 8, 
43). 


Plans Relay Network 


2. GE is planning to install an 
experimental “two-way”  televi- 
sion relay network between New 
York and Schenectady as soon as 
manpower and materials are avail- 
able. This will involve ultra-high 
frequency radio relay stations, and 
will allow a complete interchange 
of programs between Schenectady 
and New York. 

3. GE engineers have invented 
a revolutionary electronic tube, 
now being widely used in war 
applications, which will make pos- 
sible radio relaying of television 
and FM radio programs for quick 
postwar expansion of these serv- 
ices. 

4. The company plans to make 
new type television receivers 
available to markets where tele- 
vision broadcast services now ex- 
ist as soon as government author- 
ization allows. GE’s television 
receiver line will consist of both 
direct and projection view models. 

5. It will supply complete tele- 
vision broadcasting system equip- 
ment. 


‘News’ Asks Equipment 


The company disclosed that it 
received an order from the New 
York Daily News this week for 
postwar delivery of complete 
equipment for a 40-kilowatt tele- 
vision station to be located in the 
News building in New York City. 
(A similar order for 40-kw tele- 
vision equipment was placed with 
GE recently by the Chicago Tri- 
bune.) 

The most imaginative ad man 
s incapable of guessing at the po- 
‘ential worth and value of the tel- 
tvision industry as a new type of 
Mass entertainment and as a new 
medium for mass education, Dr. 
Walter R. G. Baker, vice-president 
of GE, told the large press gath- 
ering. 


Swan Named Publisher 

v . . . 
of ‘Minneapolis Times’ 

Joyce A. Swan, business man- 
ager of the Minneapolis Star 
Journal and Tribune since 1941, 
has been named 
Publisher of 
the Minneapolis 
Times, succeed- 
Ing George B. 
Bickelhaupt, 
who has retired. 
Mr. Swan, who 
joined the Star 
In 1939 as sales 
Promotion 


Manager, be- 

fame business 

Manager of the J. A. Swan 
Star - Journal 

and Tribune in 1941. He is presi- 


dent of the Minneapolis Advertis- 
ing Club. 

Harold E. Perkins, formerly 
assistant business manager of the 
Star Journal and Tribune, has 

n named business manager of 
oth papers. He was. advertising 
director of the Pittsburgh Press 
before joining the Minneapolis 
Papers, 


Cites Advertising 
as Postwar 
‘Secret Weapon’ 


New York, April 6—The Com- 
mittee for Economic Development 
and Advertising Federation of 
America held a preview here today 
of “America’s Secret Weapon,” a 
30-minute sound-slide film on “the 
selling way of life” for postwar 
prosperity. 

The film will be distributed, 
starting April 15, through 1,700 
local committees affiliated with 
CED, 81 advertising clubs, and 56 
sales executives’ clubs. It was 
produced by Wilding Picture Cor- 
poration. 

Despite the fact that the nation’s 
savings have passed the $100,000,- 
000,000 mark, the film points out, 


business can expect no spending 
spree, and advertising must be 
accelerated and salesmanship im- 
proved to stimulate spending and 
employment. The film shows ways 
of improving the attitude and 
efficiency of salesmen for a prob- 
able postwar buyers’ market. 
Products already developed, such 
as a combination range-refrigera- 
tor, are presented. 

With National Society of Sales 
Training Executives, CED has 
issued a series of five booklets on 
sales training. 

“America’s Secret Weapon” is 
the third in a CED series of sound- 
slide films. The first, “Target for 
Peace—a Grass Roots Approach,” 
produced by Wilding and released 
last September, showed how a 
local CED committee is developed 
to help in postwar planning, 
against the background of the na- 
tional organization. The second, 


“Now Is the Time,” produced py 
Jam Handy Organization and re- 
leased in March, is devoted to 
postwar product design. 


VitaRay Starts 
Campaign for New 
Liquid Makeup 


New York, April 6.—VitaRay 
Division of Affiliated Products, 
subsidiary of American Home 
Products Corporation, has released 
a new magazine campaign to in- 
troduce Vidafilm, a new liquid 
cake makeup. 

First insertions in four colors 
and black and white pages are 
appearing in April and May issues 
of Charm, Glamour, Harper’s Ba- 
zaar, Mademoiselle, The New 
Yorker and Vogue. The company 


is planning to expand the cam- 
paign to other magazines and is 
considering the addition of news- 
paper media. 

The product, which comes in 
five shades and retails at $1.50 per 
bottle, is said to be selling quite 
substantially, since the liquid 
makeup leaves no masky look, 
doesn’t rub off and gives the 
appearance of a freshly powdered 
face. The company also makes 
Vida-Ray cream and cosmetics. 

Lawrence C. Gumbinner Adver- 
tising Agency handles the accounts. 


Gunter Named Ad Head 


Kenneth C. Gunter, advertising 
production manager of Pan Amer- 
ican World Airways, New York, 
has been named acting advertising 
manager, succeeding Richard C. 
Walker, who is on leave in the 
Navy. 


lehman Named to Board 


H. E. Lehman, in charge of me- | 
fla for Ferry-Hanly Company,| 
‘tw York, has been elected to the | 


Soar of directors of the agency. | 
fis also secretary and treasurer. 


V4 AN ELECTRIC BLANKET 


FOR A BED OF ROSES 


NERN isa regional network that solidly blankets 
a complete, single market. 

It covers New England — which has nearly a 
third higher purchasing power than the national 
average — with thrice the power of any: other com- 
bination. 

Market-warming power is delivered to this 

F es 
blanket not only by top-notch locally originated 
programs but also by NBC, which gives NERN 
stations nine out of the ten top-rated programs. 


To buy this cut-to-the-market coverage of over 
8,298,000 sales prospects in full bloom, will cost 
you less than any other way you can devise. (only 
$616.00 for a “‘Class A’’ quarter-hour, for instance.) 
When you buy NERN, you buy a network. 


NERN STATIONS 


Boston, Mass. 
Dead toe bade. Pan Portland, Maine 
Providence, R.'I. 
Bangor, Maine 
Hartford, Conn. 
Manchester, N. H. 
Augusta, Maine. 
* The Only 50,000-watt stations in New England. 
Nationally represented by 
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Reynolds Releases 


Ist Consumer Copy 
for Reyn-0-Cell 


(Continued from Page 1) 


and expanded, subject to space 
availabilities. 

Captioned “Cotton ... the amaz- 
ing new home insulation,” the 
first ad says that the snowy-light 
cotton fnsulation in one’s attic 
means greater all-year comfort 
and promises warmer winters and 
cooler summers. It stresses that 
cotton insulation in the attic saves 
up to 30% of fuel. “You can 
easily install it yourself!” the copy 
says. 

The illustration shows a man in 
an attic cutting the cotton insula- 
tion with a pair of scissors, to por- 
tray the simplicity with which it 
may be installed. Each ad carries 
the following descriptive features: 
(1) Government inspected, ap- 
proved; (2) Flame-proof and 


water-repellant; (3) Easy to in- 
stall. Fits any attic; (4) Safe! 
No harm to skin or clothing; (5) 
Feather light! Unrolls like a rug; 
(6) Pays for itself in fuel savings; 
(7) Snowy-clean and odorless! 
Repels rodents, vermin; (8) Resili- 
ent and flexible. Never packs or 
settles; (9) Lifelong investment; 
(10) Complete installation instruc- 
tions packed with every carton. 


Cost Is $55 


Each ad likewise points up the 
fact that the average attic can be 
insulated for as little as $55 and 
tells consumers that the product 
may be purchased from any Rey- 
nolds insulation dealer “no cash 
down, only $5 monthly.” Pros- 
pective customers are offered a 
free booklet entitled “Here are the 
Answers to Your Questions About 
Home Insulation,” by using the 
coupon in the advertisement. 

During June and July the cap- 
tion in the second ad will say 
“Take the swelter out of summer 
with Reynolds cotton insulation.” 
In August and September the head 
will read “$55 takes the shiver 
out of winter and the swelter out 
of summer!” Succeeding ads will 
be captioned “Lifetime insulation 


in a few hours!”; “Cotton in your 
attic means less fuel in your fur- 
nace,” and “An insulated house is 
a healthier home.” 

In addition to its outlets, Rey- 
nolds cotton insulation, manufac- 
tured to U. S. Department of Agri- 
culture specifications, is sold by 
General Electric supply dealers 
under the regular Reynolds brand 
name, and by Firestone stores and 
dealers under the trade name of 
Partemp. Dealers make a_ sub- 
stantial profit on every roll of cot- 
ton insulation they sell. 


U. S. Approves Drive 


The company’s current consumer 
advertising campaign has the 
blessings of the government, which 
realizes that Reynolds’ use of cot- 
ton will develop a large market 
that will aid the cotton growers 
of the country, at the same time 
relieving the Surplus Commodity 
Corporation of a goodly amount of 
its excess cotton. 

Manufactured under direct con- 
trol of the Department of Agri- 
culture, which maintains a govern- 
ment inspector in every Reyn-O- 
Cell plant, Reynolds controls about 
95% of the production of cotton 
insulation. The product is made 


oe 
fashion, beauty and other women s departments. 


THE 


(Mise Florence Brobeck, widely known 
women's editor and author of the book 


“Cook St Gn AA Casserole” comes to 
CAN 


‘y to direct 


this magagine s home pages, the household, 


(Miss Brobeck has devoted most of her career to writing and 


editing women 8 departments for several leading women 


’ . 
s magazines. 


The Swedish government sent florence EBvobeck to Surope 


to write about subjects of interest. to women. Chese articles were 


widely published in American magazines and newspapers. For several 


vears she acted as advisor to book publishers, selecting writers, 


editing manuscripts to link new books to the present trend of 


nutritional work and new standards of homemaking. 


children; on home furnishings and general housekeeping; and food 
articles based on new and important trends in this field. 


THE AMERICAN WEEKLY, 959 Eighth Avenue, New York 19, N. Y. 


Pages for which she is responsible begin to appear in 
The American (Weekly in April and they will regularly feature articles 


on cosmetics, beauty, grooming; on ashions for women and 


in three standard widths and 
comes in rolled 10-pound sections. 

Three inches thick, made of 
genuine staple cotton especially 
treated to resist flame and heat 
and also water-repellent, the cot- 
ton insulation is regarded by in- 
surance companies as a valuable 
fire-retardant. The cotton is pro- 
tected on one side by an asphalt- 
impregnated paper which acts as 
a moisture-vapor barrier. But 
this paper is used by Reynolds as 
a wartime application only. When 
its aluminum foil is once again 
available for civilian use, the com- 
pany plans to eliminate the paper 
protection and use the foil in 
its place. The latter is said to 
be the most effective vapor barrier 
known, which is attested by the 
myriad uses to which it has been 
put by the Army and Navy in 
protecting thousands of items from 
the ravages of weather in all 
climes. 


Sees Unbeatable Product 


Thus Reynolds feels that once 
it is able to use this protective 
foil on its cotton insulation, it will 
have by far the best home insu- 
lating material on the market in 
point of effectiveness and economy 
of price. 

Furthermore, Reynolds, which 
can roll 60,000 square feet of foil 
from a single pound of aluminum, 
will find an entirely new use for 
this product when it turns again 
to peacetime production. 
According to Mr. Dasheff, heat- 
ing and ventilating engineers hold 
that (1) cotton insulation is the 
most effective insulation now com- 
mercially available, and (2) when 
considered on a basis of effective- 
ness, it is in all probability the 
cheapest. 


Distributes Booklet 


In a question and answer book- 
let dealing with Reyn-O-Cell, 
which has been distributed to the 
more than 4,000 dealers now 
handling the product, the follow- 
ing data is given: 

(a) Where 1,000 square feet 
weighs only 220 lbs., a similar area 
of equivalent insulating materials 
may weigh up to 3,000 lbs. 

(b) A blow-torch will not ignite 
it. Under intense heat it will char 
but will not carry fire. It is a 
fire-retardant. 

(c) Will not increase insurance 
rates. 

(d) Has all of cotton’s natural 
water-repellent waxes and oils re- 
tained in the processing. 

(e) Will not harbor destructive 
— rodents, insects or germ 
ife. 

(f) Does not deteriorate with 
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: Reynolds Cotton Insulot on 
vines | «se ¥8ed in Army-Navy wur- 
—_ housing projects from Aloka 


| to Cuba... now ovailable ‘or 
| you to install yourself! 


NEW USE—Reynolds Metals Co. this 

month released its first consumer ad- 

vertising for Reyn-O-Cell cotton in- 

sulation, now merchandised as an over- 

the-counter item. Above is the initial 

insertion in the new series, which will 
run into 1945. 


age. Holds its insulating value 
indefinitely. 

(g) Contains nothing to cause 
skin irritation or abrasion. 


Insulation in Foreground 


With Fuel Administrator Ickes 
warning the nation that coal short- 
ages will continue to be serious 
throughout the year, manufactur- 
ers of insulating materials are 
leaning more and more to the 
employment of advertising in con- 
sumer publications to educate 
home owners on the value and 
economy of insulating their homes. 
Tying in with the government's 
continuous fuel conservation pro- 
gram and the Federal Housing 


a 


for the inc 
advertising 


J. H. McGiltora, Inc. 


5,000 WATTS — 
DAY and NIGHT — 


Thanks! 


VARIETY. .. YOUR 1943 “SHOWMANAGEMENT 
AWARD” TO THIS STATION is appreciated. 


In acknowledging receipt of this 
meritorious trophy for “Fostering Racial Good- 
will and Understanding” we pay tribute to our 
operating staff and artists who have, through 
their untiring efforts, further exemplified the 
dual purpose which has made CKLW known 
throughout America’s Third Market, as “The 
Good Neighber Station.” 


MANAGING DIRECTOR 


J. E. Campeau, 


Union Guardian Bldg., Detroit 
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administration, advertisers of in- 

sulating materials naturally stress 

the fue’ saving economies of their 
ctive products. 

Another factor which has these 
companies vying with each other 
for the home owner’s favor is the 

ates: building boom in the his- 
tory of the country predicted for 
the post-bellum days, which will 
ring with it a vast and lucrative 
market for these makers of insu- 
jating materials. 

But by far the greatest reason 
for the increasing use of consumer 
advertising by these manufactur- 
ers is the new insulating processes 
which have been developed, mak- 
ing it wholly unnecessary to call 
in an architect or building con- 
tractor or heating and ventilating 
engineer to do the job and making 
it relatively easy for the average 
home owner to do his own insu- 
lating. , 

And along with the development 
~ of these newer methods of insula- 
“ B tio has come the merchandising 

angle of these products, so pack- 
aged, priced and adaptable, that 
chain and department store sales 
techniques have become readily 
applicable, permitting over-the- 
counter purchases. 


GE Resumes Sale 
fof Alarm Clocks 


Bridgeport, Conn., April 6.— 
General Electric Company’s appli- 
ance and merchandise department 
will begin distribution of a limited 
number of electric alarm clocks 
soon, complying with recent OPA 
and WPB orders. 
ry Due to the critical need for 
alarm clocks, said M. B. Ross, 
traffic appliance sales manager of 
the department, material has been 
released to produce as many clocks 
as possible without interfering 
with war orders. Clocks of all 
manufacturers participating have 
lue § been designated “War Alarm,” 

which is printed on the face. The 
use § OPA maximum retail price for 
them has been set at $4.95 each. 
General Electric plans no promo- 
tion of its electric War Alarm 
ces § clocks. 
rt- WPB recently authorized pro- 
yus § duction of 1,200,000 hand-wound 
ur- § War Alarm clocks, for the second 
are § quarter of 1944, largely for war 
the § purposes, plus limited production 
yn- § of electric War Alarm clocks and 
ate § lbw-priced wrist watches _ for 
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GF Gets Friday 
Half-Hour Spot 
on NBC Network 


New York, April 6. — General 
Foods Corporation, which on June 
4 loses Jack Benny along with the 
valuable 7 to 7:30 Sunday night 
spot on NBC, when Benny’s new 
sponsor, American Cigaret & Cigar 
Company, takes over, has pur- 
chased the 8:30 to 9 p.m. Friday 
period on the same network. 
This time was made available to 
GF when American decided to use 
its “All-Time Hit Parade,” cur- 
rently heard on the Friday night 
spot, as a summer replacement for 
the Benny show, which will take a 
17-week hiatus after the June 4 
broadcast. When the comedian re- 
sumes in the fall, American will 
drop the replacement altogether. 
So far no program has been se- 
lected by GF or its agency, Young 
& Rubicam, for the Friday night 
spot, but the trade reports that the 
company will offer Fanny Brice in 
a new skit, since the comedienne 
is due to separate from her present 
radio partner, Frank Morgan, who 
will be featured alone next season 
in his present spot. 


period, it will present the unusual 
aspect of sponsoring two compet- 
ing network shows on the same 
time spots. The company sponsors 
Kate Smith over the CBS network 
from 8 to 8:55 p.m., and when this 
program bows out for the summer, 
GF is expected to occupy the spot 
with a half-hour substitute pro- 
gram. 

By the time the top-notch shows 
return to the air in the fall, GF 
hopes that some other suitable time 
will become available on NBC 
which will not conflict with its 
Kate Smith program on CBS. 


Three Name Ridgway 
Ridgway Company, St. Louis, 
has been named to handle the ad- 
vertising of the Toastswell Com- 
pany, St. Louis manufacturer of 
electric toasters; Weber Shoe Com- 
pany, St. Louis manufacturer of 
children’s shoes; and Wilke Lab- 
oratories, West Plains, Mo., maker 


ind § lurses, war workers and others. 


of veterinary preparations. 
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STEM 


the Daily Pantagraph. 


BLOOMINGTON, ILLINOIS 


HABITS 


FROM 


READING HABITS! 


@ It’s good business to cultivate a market outstanding in 
the three factors that mean good business . . 
buy ... the impulse to buy . . . the wherewithal to buy. 
Today the men and women of Pantagraph LAND control 
the greatest buying power in the history of this consistently 
wealthy market. Today—as for nearly one hundred years 
—their buying guide is the Daily Pantagraph. And their 
wealth is produced by pre-war farms and factories that will 
continue to produce wealth in the postwar era. Since buy- 
ing habits do stem from reading habits, tell your story in 
the ONE NEWSPAPER that is FIRST (in fact, alone) in 
its coverage of Pantagraph LAND (84% coverage of Mc- 
Lean County, 71% coverage of the Primary Trading Zone) 


. the will to 


“LAND, 


em 
‘NDUSTRIAY © 


Established 1846 


Silman, Nicoll & Ruthman, Nat’l Advertising Representatives: New York, Boston, Philadelphia, 
Chicago, San Francisco 


When GF takes over the Friday |! 


FTC Attacks Camel 
Testimonials in 
N. Y. Hearings 


New York, April 5.—Margaret 
Bourke-White, photographer and 
war correspondent for Life, testi- 
fied at a Federal Trade Commis- 
sion hearing here yesterday that 
she “smoked all standard brands” 
of cigarets and preferred none of 
them. She had been paid $250 and 
52 cartons of cigarets for a testi- 
monial that Camel did not “jangle 
my nerves.” 

Miss Bourke-White and Helen 
Stansbury, formerly an employe 
of United Air Lines, were wit- 
nesses in connection with an FTC 
complaint charging R. J. Reynolds 
Tobacco Company, maker of 
Camel, with misleading advertis- 
ing. 

Miss Stansbury said that she 
rarely smoked and that the to- 
bacco’ representative knew it 
when she was paid $100 for the 
testimonial, “When the pace I go 
gets me fatigued a Camel gives 
me a lift.” She consented to give 
the testimonial, she explained, 


when United Air Lines told her 
the publicity would be good for 
them. 

Walter L. (Red) Barber, sports 
broadcaster on the Mutual net- 
work, said that he smoked Camels 
regularly when he signed an 
endorsement published with his 
picture in 1939, but that William 
Esty & Co., Camel agency, paid 
him $100 for it. He later changed 
to another brand, but the trial ex- 
aminer, Webster Ballinger, de- 
clined to let him tell what he 
smokes now. 

Allan Patterson, New York 
mechanic, testified that he not 
only endorsed Camel _ cigarets, 
but also posed for advertising 
for Prince Albert tobacco, another 
Reynolds product. He “couldn’t 
stick to” Prince Albert, he ex- 
plained, and although in his testi- 
monial he said that both he and 
his wife used Camels, “Mrs. Pat- 
terson never smoked in her life.” 

Miss Mary E. Wegener, acting 
employment secretary at Columbia 
University, testified that for sev- 
eral years she had referred stu- 
dents to the Esty agency for Camel 
endorsements, for which they were 
paid about $35 each. 

James L. Clark, director for 


67 


preparation and installation of ex- 
hibits at the American Museum of 
Natural History, who received $500 
for signing a testimonial endorsing 
Camel cigarets in 1937, told Trial 
Examiner Webster Ballinger of 
the FTC that cigarets have a con- 
siderable value on big game hunt- 
ing expeditions. He said that he 
carried cigarets on his expeditions 
because “they are excellent as 
presents for natives when you are 
asking favors, and at times a 
smoke is relieving and helpful and 
you sometimes run out of cigars 
and tobacco. Cigarets are easy to 
light and therefore very practical.” 
At the time he liked and smoked 
Camels, although he used other 
brands. Also “now,” he said, “I 
smoke cigars mostly. I always 
liked cigars and smoking tobacco 
better.” 


Admiral Names Kane 


The Kane Company has been 
named by the Admiral Corpora- 
tion, Chicago, as distributor of its 
radios and home appliances in the 
Columbus, Toledo, and Cleveland, 
O., trading areas. Offices and ware- 
houses will be maintained in each 
of these three cities. 


THIS SIMPLE IDEA STREAMLINED 
MY WHOLE DEPARTMENT 


Here's how an executive of a 
great newspaper told his staff to 
“put it in writing”: 
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FREE CARDS FOR YOU! 


Send for a supply of 
“Put It In Writing” 
cards to place over 
every desk in your 
department. They’re 
free. Attractively 
printed in 2 colors, 
5% by 3% in size. 
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Buyer's Market 
in Offing, NRDGA 
Clinic Is Warned 


(Continued from Page 1) 


quate stocks of merchandise and 
good assortment, advertising and 
display skill, and a sound policy 
of public relations. 

Robert K. Drew, advertising 
manager of the Milwaukee Jour- 
nal, told the clinic at the session 
devoted to newspaper problems 
that increasingly closer coopera- 
tion between the papers and ad- 
vertisers is necessary during these 
difficult times. Mr. Drew was co- 
chairman at the first day’s session 
of the clinic Tuesday. More than 
300 promotion managers and news- 
paper executives attended. 

Advice to newspapers, based on 
a survey by the association, was 
given by Neil Gallagher, publicity 
director of Sibley, Lindsay & Curr 
Company, Rochester, N. Y. He 
suggested many improvements 


| which newspaper advertising staffs 
|could make in their service to re- 
tail advertisers. 

“We in the newspaper business 
have had a great lesson in intro- 
spection,” J. R. Brumby, advertis- 
ing director of the Atlanta Journal, 
declared. He noted that newsprint 
rationing disclosed to the news- 
papers that many of the sacred 
cow features had no place in the 
product. 

“The editorial department has 
taught the advertising department 
many things in the last few 
months and if these sacred cows 
can go, why can’t those that have 
kept newspaper and merchants 
apart be eliminated?” he asked. 


More Rationing Seen 


The largest part of the first day’s 
meeting was devoted to newspaper 
problems, most of the speakers 
being emphatic in stating that 
more rationing may be on the way, 
and that the newspapers are still 
cutting space, and will probably 
cut more in the future. 

Importance of “self selection” in 
solving many wartime merchan- 
dising problems was stressed by 
Carl V. Haecker, display director, 
W. T. Grant Company, New York, 


when he addressed the clinic 
Wednesday on display problems. 

He told the assembly that 80% 
of purchases are made as result of 
attraction-by-sight. He said that 
for two weeks he had been visiting 
department stores throughout the 
nation and had found most of 
them doing a bad job of marking 
merchandising. Self selection, he 
said, was _ especially important 
these days when the training of 
salespeople is difficult. 


Prove There Are Listeners 


The radio discussion was held 
Wednesday, with B. Lewis Posen, 
of Hoschschild, Kahn & Co., Bal- 
timore, Md., conducting the forum. 

In order for the radio industry 
to sell department stores, he said, 
it must find some way to prove 
that programs actually are listened 
to. The retailer’s chief fault in 
considering this medium is that 
radio is comparatively unknown to 
him, he said. He knows the cir- 
culation of the newspapers he 
buys from, and knows the average 
number of readers his message 
will reach. He knows the pulling 
power of different sections of that 
paper, and when he prepares his 
newspaper advertising he sees the 


High-level 
Health-minded 


Readers 


Readers of Hygeia are better 


age readers. They buy Hygeia because 


they are thinking about the 


their families, or they read it in doctors’ 
offers 
more than other at-hand publications. It’s 


waiting rooms because it 


front among 


supplying vital 


supplying practical 
the care of children, of mothers-to-be, of 
how to work more intelligently with doc- 
tor and nurse. It is filling a need, too, in 


rejected 
by culture 


Superstition and ignorance gave power to 
the scheming sorceress working with in- 
cantations and black magic. 
lightenment spread, the futility of such 
health measures ensured their doom. 


But as en- 


With a more wholesome attitude toward 
health came more intelligent treatment 
and an increasing improvement in the 
health of civilized peoples everywhere. 


Hygeia, health magazine of The American 
Medical Association, is today in the fore- 


health-minded families, 
information about 


facts about proper food, 


of sensible eating and of personal groom- 
ing and hygiene. 


A million visitors in 17,000 doctors’ wait- 
ing rooms are reading copies of Hygeia. 
A hundred thousand subscribers eagerly 
await its monthly visit including schools, 


colleges and health groups which absorb 
over 25,000 copies of each issue. 


These are all high-level readers. 


than aver- than casually 


health of 


them 


an ideal place for your health story. 
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THE HEALTH MAGAZINE of the AMERICAN MEDICAL ASSOCIATION 
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roughly health-minded readers. 
what fertile ground it provides, if your 
story has a health appeal. 


CHICAGO 10, 


More 
Tho- 
Think 


interested readers. 
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layout, the illustrations, the copy, 
the prices of the articles and the 
other necessary elements. 
Formerly the department store 
advertising man was spending 85 
cents of his advertising dollar in 
newspapers, Mr. Posen said. Now 
he can only spend approximately 
50 cents of his advertising dollar 
in that medium and this is a good 
time to try out radio, he added. 
Department store advertising 
managers are complaining that 
the national programs have the 
best time to build large listening 
audiences, he declared, saying that 
department stores never did recog- 
nize radio as an advertising me- 
dium and now that they have the 
spare money to experiment with, 
they are kicking because they 
cannot get good time. 


Urges Facts, Not Guesses 


He stated that the radio people 
must develop a method of research 
that will present facts to time 
buyers, instead of “guessing as 
they are now doing.” 

During the discussion, many 
controversies arose as to the value 
of newspapers versus radio, and 
Mr. Posen finally stopped the 
arguments. Due to the opposition 
of some consumers to advertising, 
he said, all media should get to- 
gether for the good of all adver- 
tising, and those who prepare and 
purchase advertising should not 
get into lengthy arguments. 
Richard G. Meybohm, publicity 
director of J. W. Robinson Com- 
pany, Los Angeles, charged that 
radio salesmen have not done a 
good job in proving their points 
and that radio still has some good 
selling to do. He said radio, like 
other media, may be oversold 
today, but that it should not rest 
on its laurels, but should improve 
its merchandising. 

Paul McCarthy, publicity direc- 
tor of J. N. Adam Company, Buf- 
falo, said department stores can 
pay for radio time and talent, but 
will not pay unless shown facts. 
Radio stations must learn that it 
is necessary for them to pay at- 
tention to local advertisers as well 
as the national sponsor, he said. 
He advised radio salesmen to 
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Keep it under your Stetson 


CONTINUES WAR THEME—The 
"Keep it under your Stetson” campaign 
originated last spring to tie in with the 
Security of War Information drive js 
being continued by Stetson with full. 
color page ads in magazines. Poster 
illustrations by well known artists are 
employed. Kenyon & Eckhardt, New 
York, is the agency. 


concentrate on getting one large 
store in each city in the fold, pre- 
dicting that other stores would 
follow without trouble. 

Walter Johnson of Station WTIC, 
Hartford, Conn., answered some of 
the critics of sales presentations 
of radio stations by saying there 
are two ways to buy radio — a 
brand new program for which an 
audience is built up, and a pro- 
gram already established with an 
audience. He cited several exam- 
ples of successful programs orig- 
inated both ways. 

During the discussions there 
were many arguments from the 
floor as to the value of Hooper 
and Crossley ratings, but no satis- 
factory answer for the department 
store advertising people was forth- 
coming. 

E. Davis McCutchon, sales pro- 
motion manager of D. H. Holmes 
Company, New Orleans, said there 
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Vicksburg Evening Post 
THE VICKSBURG HERALD 


Announce the Appointment 


of 


The John Budd Company 


National 
Advertising Representative 


Effective April Ist, 1944 
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isa place for radio in the promo- 
tion of any store, and cited numer- 
eximples in support of his 
rontention. ; 

Figures were presented showing 
that 857% of the sets owned are 
jjstened to about five hours every 
gay, in support of the radio men’s 
claim that radio can get as good 
an audience as newspapers. 

During the luncheon a demon- 
tration of future television, using 
jocal radio talent, was presented. 
Conferees also viewed a sound 
motion picture by the “March of 
Time” on postwar planning to 
eliminate after - the - war unem- 
ployment. 


Collyer Calls Low 
Price Key Factor 
in Rubber’s Future 


Chicago, April 4.— Scientific 
progress and competitive enter- 
prise in broadening markets for 
goods must be given free play in 
planning long-range national poli- 
cies, John L. Collyer, president of 
B. F. Goodrich Company, declared 
here last week before the War 
Production and Related Problems 
Conference. 

“We have seen the _ benefits 
brought about by the fundamental 
pusiness principle of lower prices, 
proader markets, greater employ- 
ment and constantly rising stand- 
ards of living,” said Mr. Collyer. 

In discussing America’s rubber 
outlook, he strongly emphasized 
the importance of low price in 
reaching the best solution—on 
social and economic grounds—of 
the problem of a postwar world 
surplus of rubber, created by the 
war-born facilities for making 
nearly a million tons of synthetic 
rubber annually in this country. 

“The peoples of the world,” he 
aid, “should be the ultimate bene- 
fciaries of this probable large- 
sale competition between natural 
and synthetic rubber. This bene- 
ft may be anticipated in the form 
of lower-cost raw materials, lower- 
cst finished products and the 
wider use of rubber, made possible 
by its low cost, in many new 
applications.” 


Sees Rise in World Use 


Mr. Collyer called attention to 
the “price-ceiling” effect that con- 
tnued existence of America’s syn- 
hetic rubber production capacity 
wuld provide, noting that the 
tifference of 10 cents per pound 
a price of raw rubber would 
tean a total of $150,000,000 on 
‘merica’s rubber bill—even on the 
wis of a consumption of 700,000 
ms a year. He said his company 
stimated that world rubber con- 
imption, which averaged 1,100,- 
0 tons annually for the record 
Rars of 1939-41, would reach 
|§00,000 tons annually within six 
ears after the war’s end. 

_As for the current situation, Mr. 
Ullyer said “synthetic rubber 
ight now is neither as plentiful 
tor as good as we should like to 
lave it—but we might make the 
“me comment with regard to 
wefsteak. Seriously though, it 
ttn be said that already synthetic 
§ available enough, and good 
ough, to assure our winning a 
var which might have been lost 
ithout this strategic material.” 


becker Joins Buchen 
%& Vice-President 


Arthur L. Decker, formerly 
"ecutive vice-president and copy 
Sief of Henri, Hurst & McDonald, 
&s joined The 
uchen Com- 
ny, Chicago 
*“ency, as vice- 
tesident. He 
wll serve in 
* Creative ca- 
mcity on mer- 
“andising and 
‘dvertis- 
“§ plans. 
Mr. Decker, 
%o entered the 
“ertising field 
* 1923, was 
Nvertising manager of the 
‘mer- Tully Company, wrote 
Pia) research copy for McGraw- 
4 p iblishing Company and was 
chief of the George Kirk- 
Bier agency before joining Henri, 
®t & McDonald in 1927. 


A. L. Decker 


Dr. Lin Predicts 
Huge Market for 
U. S. in China 


New York, April 6—A postwar 
export market to China which will 
run into billions rather than mil- 
lions of dollars will become a cer- 
tainty, Dr. Lin Lin, head of the 
information division of the Chi- 
nese News Service, declared yes- 
terday before the American Office 
Supply Exporters luncheon at the 
Hotel Commodore. 

Dr. Lin based this prediction on 
the substantial increases in lend- 
lease shipments of American goods 
and war weapons to China, which 
serves the important purpose of 
familiarizing the Chinese people 
with American products. 


Sees Peacetime Welcome 


He pointed out that “when the 
Chinese are accustomed to using 
weapons of war marked ‘Made in 
America’ how can they help but 
welcome the peacetime goods com- 
ing from the U. S.? No other na- 


oe on ek ees 


tion on earth today can supply 
China with lend-lease aids as 
America.” 

In response to a question from 
the audience as to the possible 
future status of American and 
other business organizations in 
China, Dr. Lin declareu that it 
was his impression that the gen- 
eral planning board of the Chinese 
government intends that all busi- 
nesses which affect the lives of 
the overwhelming majority of the 
people or have inherent monopo- 
listic tendencies will be operated 
by the state, while so-called light 
industries will be managed by pri- 
vate interests. 


Heads Canadian Press 


Sen. W. A. Buchanan, president 
and managing director of the 
Herald, Lethbridge, Alberta, has 
been elected president of the Ca- 
nadian Press, succeeding Arthur R. 
Ford, editor-in-chief of the Free 
Press, London, Ont. F. I. Ker, 
vice-president and managing di- 
rector of the Spectator, Hamilton, 
Ont., and A. J. West, executive 
editor of the Montreal Star, were 


named vice-presidents. 
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Ad Club of N. Y. 
Lists Nominees 
for May Election 


New York, April 6.—The nomi- 
nating committee chosen by the 
Advertising Club of New York to 
propose the slate for the annual 
meeting and election to be held at 
the club Tuesday, May 9, has re- 
ported the following selections: 

For president, Allan T. Preyer, 
executive vice-president, Vick 
Chemical Company; for vice-presi- 
dent, Clarence L. Law, vice-presi- 
dent, Consolidated Edison Com- 
pany; Lee J. Eastman, president, 
East Coast Aviation Company, and 
Stanley Resor, president, J. Wal- 
ter Thompson Company; for 
treasurer, James A. Brewer, presi- 
dent, Brewer-Cantelmo, Inc. 

For directors: John A. Zellers, 
vice-president, Remington Rand; 
H. J. Kenner, general manager, 
Better Business Bureau of N. Y.; 
Andrew J. Haire, president, Haire 
Publishing Company; G. Lynn 
Sumner, president, G. Lynn Sum- 


~ 


69 
ner Company; and Quincy P. 
Emery, vice-president, Stevens- 


Nelson Paper Company. 

Directors continuing .in office 
are: Eugene S. Thomas, sales 
manager, Bamberger Broadcasting 
Service; Wilbur F. Howell, secre- 
tary, Robert Gair Company; Her- 
bert L. Stephen, news editor, 
Printers’ Ink Publishing Company; 
Charles C. Green, managing direc- 
tor, Advertising Club of N. Y.; 
Daniel S. Tuthill, vice-president, 
National Concert and Artists Cor- 
poration; James Wright Brown Jr., 
publisher, Editor & Publisher; and 
Frederic R. Gamble, managing di- 
rector, American Association of 
Advertising Agencies. 


Slashes State Promotion 


The spring out-of-state adver- 
tising schedule of the Wisconsin 
recreational publicity division, 
which for nearly a decade has em- 
ployed public funds to promote 
the “Wisconsin Vacationland,” has 
been reduced about half from the 
1943 appropriation, following a 
retrenchment policy initiated by 
the legislature. 


General Linage’ in 


Examiner — 
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San Francisco Newspapers — 


PERCENT OF FIELD 


' 
ae cy 

¢ . is} 

ie : é 


During these same years 
(1939-1943) the Chronicle 
also enjoyed the greatest 
proportionate increase in 
Retail linage among Sar 
Francisco Newspapers. 


*6 days, Catf-Bulletin and News. 7 days, Examiner and Chronicle. Exclydiag Group Linage — 
American Weekly, This Week, Puck. Metro, etc. 


“STATISTICS DON’T MEAN ANYTHING 


THESE 


Probably you, too, have been given a story 


as it affects ’43 linage figures. But the fact 


remains that the statistics pictured above 


do mean something . .. to YOU and every 


advertiser interested in the San Francisco 
Market. They show that behind the 
Chronicle’s current leadership is an unmis- 


takable trend .. . a trend far on its way 


NATIONALLY REPRESENTED BY SAWYER + FERGUSON + WALKER COMPANY 


DAYS” 


before rationing became the factor which 


it is in San Francisco’s 1943 linage picture. 


And don’t forget, San Francisco is today 


America’s most important Pacific Coast 


export center...the center of a major war 


market. The Chronicle is 


the answer to 


your problem of getting the most out of 


your Pacific Coast advertising dollar. 


SAN FRANCISCO CHRONICLE 


The city’s only home owned newspaper « San Francisco, California 


New York « Chicago « Detroit » San Francisco + Atlanta 


Se 


= ee 
, 


. = a ee Se ‘ . . niin a a - x = _ 
j , | : ane 
4 aaa S96 
; 
> ae’ 
4 : 
omits 
¥ 2 
4 
ae 
ee: 
: oe . 
ee) “+ eee 
7 eatin 
he | a 
ign Z 
the 
is 
ull. 
ter 
™ re FF—SCiéC | | 
Ww -_— NN ee S . : 
7 me Pe? : a ls = a el gS Se = -. 
iT'ge om a 
re- - a 
juld : a ; +. a : ae 7 “4 
a : a SS eee | 
: ac vie oe 
- % 9° “— 7 fo | 
an lg oe pre i Sm eke SE iratansinsionsmaalinivod 
0 — . ee ee ail 
an aay ee a a ca °c Cm | Von. 
ve | in ee ae & E — 3 = 5 a . F i ’ 
rr 27 —_—_|—»—— — sie 
—— ow ar Bis ec on 
1ere : ee am a. lg oe é. a a lea ¥ isis 
per 26 : ° sd F. ‘ J Bee 
itis- ae ie ie | 4 ae 
ent a = Bs 7 Ba: 
rth- . - > ~ oS 
IP ce: 3 a a 
wee S a Be =o gre =I wal rn ; : ey 
1ere eo 4 a 5 a ee a . a sl mY ti . a . ee f 
-_= a ee ‘A | - = 
ree 7 : = A ne eae 
: eT ee — — 
eA ; og a POL “emer! o ; : , ee ny i Meal 
ee ae 4 res “ae cae yi 2 & 3 ees es >! alee ei ae 
_ a Se 
(aby e rie. J 4 penis a a 
i Sie RO) =—4 . 
ee. a ‘ 
6 a ares ~~ ae 
pa eng 
‘ . e a , leas a 
ee . 
aa a ‘ 
ee | 
| ee 
_ ee 
ae Stee i . Py : : . sag 
. ray we ae ae ., cole 2A We, gst : i ae | a, Ser oe gers a a es ora sod J te wks ae ty “ 


quertising d 


Boston’s 
Only ALL-DAY 


Newspaper... 


...is the only Boston Newspaper bring- 
ing its readers, within a single year, such 
first-flight best-sellers as: “The Battle Is 


the Pay-Off,” “Moscow Dateline,” “At- 
tack Can Win in °43,” “Balcony Empire,” 


“Suez to Singapore,” “Last Train from 
Berlin,” “Queens Die Proudly,” “The 


” “See Here, Private 


Mountains Wait, 


Hargrove,” “Queen of the Flat-Tops” and 


others. 


All comics, editorials, columns, cartoons and other features appear in A.M. GioseE and in P.M. Grose. Result: top 


morning reader coverage — top evening reader coverage —practically no duplication. 


The Boston Globe 


MORNING . EVENING + SUNDAY 
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Fer years the protecting hand of wax has helped 
to guard ovr homes. Women have known how to 
practice Conservation, how to protect surfaces 
acaniet wear and tear, For figors, furniture and 
wouiwork aial ua hundred dbflerent ways wummen 
shave for decaies kaown the protective value af a 
glowing shed of wax 

Wax » umiqoe. It is chemically mert and anper 
vuars to axetation at normal temperatures And it 
can be renewed so easty, fo form a cominvews 
coming thet gives surfaces almost permanent 
protectox. 

But onty during thes war hee undestry realty dis 
cowered what (hese women of America have Known 
for 30 bong, And textey this homble product, wax, 
has found surpresing usefulness a the protection 
od metal, wood, leather and rubber, Bayonets and 


What has WAR taught us 
that WOMEN already knew so well? 


shel cases and wirplane surtaces— parte of ships, 
planes and cars—+wen the fabric of uniforms, tents, 
webbing  Ubese and many mare heave beon gaven 
protection agains wear, against the elements, 
against meesturt aod corrosten~— with special wax 
frnahes made by the makers of Jobason's Wars, 

With the peace wil! come a thousand new uses 
for these waxes in iedustry. An wnportunt series of 
brochures, “Wax in the World of Tomorrow,” tells 
of the coming peacetime uses for these pew wax 
finsshes, They wll be of aterest ty research, pro 
doctwr\, mamntenance and new product executives, 
A fetiev on your tamaness staluunery wal beung thems 
to you without obtigatton. 

Jn the meantime we have but one sob, te give olf 
sew am cnet work bo Speed war production, ont money 
to bacy swarr bomds. our wald to wom the metery. 


§.C. JOHNSON & SON, INC. 


OF THE WEEK 


BIBLE PUZZLERS—Passages from the 
book of Revelations are slanted patri- 
otically in a hand-carved window dis- 
play prepared for Interwoven Stocking 
©., Chicago. The unusual display is 
on view at sales offices of the com- 
pany in the Merchandise Mart. 


RACiME, WISCOMsIN 


TALK TELEVISION PLANS — Among 
network and station executives who dis- 
cussed postwar plans at the National 
Broadcasting Company's war clinic in 
Los Angeles recently were (left to 
right) Tom Sharpe, KFSD, San Diego, 
WAX IN INDUSTRY—Greatly-expanded uses for wax after the war is the Cal; O. P. Soul, KTFI, Twin Falls 
new institutional story now being told by S. C. Johnson & Son, Racine manufac- Idaho; Niles Trammell, NBC president; 
turer, in a new series of advertisements in U. S. and Canadian magazines and and Dick Heath, KTAR, Phoenix, Ariz. 
newspapers. This is the opener. Needham, Louis & Brorby, Chicago, is the The meeting was one of an NBC series 
agency in charge of the account. (Story on Page 16.) throughout the country. 


C— 


NATIONAL RESTAURANT WEEK - MAY 38-14 


INDUSTRY POSTER—Emphasizing the slogan, "Good Food for Good Health,” members of the National Restaurant Associa- 
tion will display this colorful new poster throughout the country calling public attention to National Restaurant Week. The 
annual event is scheduled for May 8-14. 


APE LIAA ROUNDTABLE PLANS—The committee for the eastern roundtable of the Life Insurance Advertisers Associa- 
Ye held in New York March 23-24, included (left to right); Frank J. Price Jr., Prudential (standing); A. H. Thiemann, New 
Y life; Douglas J. Murphey, Metropolitan; Joseph B. Treusch, United States Life; George A. Adsit, Girard Life; Henry 
fanttnedy, Prudential, committee chairman; Harvey Kesmodel Jr., Sun Life of Baltimore; Charles E. Yorke, Columbian Na- 

+ Roysen C. Berger, Connecticut Mutual; and Bart Leiper, LIAA president. Leading insurance company admen ad- 
dressed the sectional sessions. 
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THIS 18 THE WAY TO "DO UP” WASHABLE RAYONS~UNLESS LABEL SAYS OTHERWISE 
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Sone Westin she USC Laundunidl 


‘THERE'LL COME A DAY'—The Laundromat, already tested in 25,000 homes, 

“has proved it can make dreams come true,” declares Westinghouse Electric 

Appliance Division, in a campaign breaking in magazines. Fuller & Smith & 
Ross, Cleveland, is the agency. (Story on Page 51.) 


VIEW WNAX FILM—Photographed at the recent cocktail party which featured 
the “oe of a film on the dedication of a new WNAX tower at Yankton, 


S. D., are (left to right): Edith Knutson and Ken Titus, McCann-Erickson; Tom 

Harrison, Super-Valu Stores; Rudy Klatt, advertising manager, Super-Valu 

Stores; Phil Hoffman, vice-president, WNAX; F. M. Boocher and H. L. La Belle, 
Colgate-Palmolive-Peet Co. 


“23 Smokers Apa 
Wanted it! 


THIS CIGARETTE 1S MADE DEFINITELY MILDER - 
BECAUSE 34% OF ALL SMOKERS INTERVIEWED ASKED 
FOR A MILOER CIGARETTE 


aT's A PACT thet liternity millions of smokers want « milder 
Cigarente Hf you're one of them, you've probably wondered 
just why your peesene beand wasn't made milder. Here's 
the answer. ic can be done. Any goad whacco blender 
can do it. But there's « risk in changing an established 
brand because ocher people may tke ue the way its. So— 
only a eew cigarette can bring you the mildness you want the 
tubdness that comes from using definsety milder tobaccos! 


as 


24% of afl wmokers lelerviewss asked for a milder cigarette. Ww Ques 
thihed men sed wames smokers fram con co coe | out of 5 
ached ter 8 ciggrene het s debaitety milter than thew prevees brand 
Thats why ee made All Amencans at Jetnetely milder tobacco. 
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THE AKTOM.FISHER TOBACCO COmPaNY, tHe 
toertvetce Statecay 


‘DEFINITELY MILDER'—Established brands can't very well change blends, but 
a new cigaret—All American—can, Axton-Fisher Tobacco Co. tells consumers 
in the opening full-color pages of a series breaking in April magazines. 

Hill Blackett & Co., Chicago, directs the account (AA. March 6). 
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In any town—at any time of the year—it’s true 
that Department Stores are big and steady ad- 
vertisers. 


For the volume of their store trafic and their 
sales depends almost every day on the results 
from their advertising. 


They buy big—but they buy carefully. And 
they pick their newspapers on resu/ts. 


That’s why, in a 5-newspaper town like Chi- 
cago, it’s sure-as-you re-born evidence of ability 
to make sales when in the first quarter of 1944: 


“The Sun is Number 2 
- among all Chicago news- | 


papers in Department . 
Store advertising. 


Not only in the first quarter of this year but 
also in the last quarter of 1943—The Sun has 
stood in Second Place in Department Store 
Advertising. See the chart below for current 


National Representatives: 


ry e 


details of this remarkable newspaper success 
story — 


DEPARTMENT STORE ADVERTISING LINAGE 
CHICAGO NEWSPAPERS 
FIRST QUARTER: 1943-1944* 


1944 1943 

Tribune—Morn. & Sun. 1,145,741 1,052,313 
SUN—Morn. & Sun. 685,029 432,126 
News—Eve. 610,540 426,824 
Her.-Amer.—Eve. & Sun. 438,316 514,618 
Times—Eve. & Sun. 391,702 393,253 


*Media Records 


A large volume of department store advertising 
attracts a shopping-minded woman readership. 
If you have a product that sells to Chicago 
women, these two facts are true: 


1. You need The Sun in any newspaper combination 
to cover Chicago completely, economically and effi- 
ciently. 

2. By using The Sun alone you can make a tremen- 
dous impact against America’s No. 2 market with a 


relatively small expenditure. Actually, you can sell 
for less in The Sun. 


THE CHICAGO SUN> 


CHICAGO'S MORNING TRUTHpoper 
400 W. Madison St., Chicago + 250 Park Ave., New York 


THE BRANHAM COMPANY, CHICAGO: 360 North Michigan Ave. - NEW YORK: 230 Park Ave. 
Atlanta, Charlotte, Dallas, Detroit, Kansas City, Los Angeles, Memphis, St. Louis, San Francisco 
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